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ling tameras and aecessGries^? Focus your mes- 
on ^Dur best: customi&rs when they take the 
St pictures anci where they go to take them. Keep 
rir tltes clicking awiy with Spot Radio on these 
& i®nd i.n?g; sta tion s . 
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The WGAL-TV market is on the move. Prime 
prospects for your product are its nearly three: 
million people. Your advertising reaches them 
effectively and profitably on WGAL-TV. This is 
because— in its area— Channel 8 is more 
effective than any other station and has more 
viewers than all other stations combined.* 



■statistics based on ARB dJid and subject to qualifies 
tions issued by that companv available upon request 



Market figure: SROS 1/63 
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STEINMAN STATION • Clair McCollough, Pres. 
Representative: The MEEKER Company, Inc. - New York • Chicago • Los Angeles • San Francisc© 
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ioy^, relax!: Broadcasters can hrcatlif easier 
this; week. FCC coinin. Keniictli A. C«jx, llioiiglif 
lo he ill favor of adoption of FCC iii\r> to con- 
trol coiiiinercial time limits, now says he i^ 
"nearly convinced" a single standard of com- 
mercial limitations "wouldn't work." Cox had 
hetMi registered in the camp of FCC ejiairmatt 
E, Willianr Henry and Comm. Fee Foe\ inper. 
who a[)prove eoinniercials control. When 
Henry made his *;pcaking dehut hefore indus- 
try executives la^t month, he admitted one 
cornmissioiier opposed to the njlcinakinp 
would have to change his mind if there was to 
be the majority of four needed to pass the rule 
oijginally [proposed hy Newton Minow. Now 
that Cox has withdrawn support, it n[)pears 
tliat Heniy and Foevinger ha\c lost ccuisid- 
erable ground. As an alternative to FCC 
control. Cox told the Connecticut Broadcasters 
A«soc. that '^perhaps . . . we should forego a 
rule and simply aiuiounce that . . . we regard 
the present .\AH Code limits as sound ... as 
to those stations who do not meet the stand- 
ards of the Codes, wc would . . . re([uire [them] 
to show why it is necessary [for them] ... to 
devote a higher [)ercentage of commercials 
during at least some periods." Cox wondered 
why the NAB Codes, "lauded hy good broad- 
casters for years . . . and touted to the com- 
mission and to Congress as evidence of respon- 
sible aiul malure itulnstry eotuluct. is sudderdy 
labeled [with] epithets?" He was referring 
to broadcasters' individual reactions to the 
FCC proposal, and to XAB's 44-page explana- 
tion of its opposition. 

Harr-splitting: Litest .30-niarket Xirhrns, for 
week ending 20 October, produc<«d an almost 
unbelievabJe situation. Average tv rating-^ for 
the seven-da V period, 7:30-1 1 p.m.. looked 
like this: ARC 16.8; CBS 16.9: NBC 17.0. 
\\1iile computing to the hundredth {>oinl might 
raise the evebrows of Oren Harris, it iM^eaiuc 



necessary to establish the coru[d»ir pirtiirc. 
Network leadership bv half-hours shciwed ABC 
with 22, NHC at 14, and CiiS with l.H. Though 
statistically a dead heat, the late->t 30-market 
Nielsen presaged added interest in next week's 
October I .Niel-cit National. By share of audi- 
ence (excluding ABC's 10:30-11:00 Thurs- 
day period, which it does not program), the 
averages have looked like this since new sea- 
son started: 



Week Ending ABC 



CBS 



NBC 



29 Sept. 

6 Oct. 

13 (Vt. 

20 Oct. 



28.3 
28.6 
29.7 
29.3 



33.0' 
32.7 
31.0 
29.2 



28.0 
27.3 
27.7 
29.4 
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NBC hits back: NBC had se\ cral words, in- 
eluding "cynical" and "flip," to characterize 
FCC Broadcast Bureau's statement that pres- 
sure tactics won the tu"t its I'biladclphia chan- 
lu^l 3 outlet, and therefore the conmiis'^ioii 
should deny renewal. In a lengthy rebuttal, 
NBC said bureau's stand was based on "un- 
snpportable and reckless charges," and car- 
ried an unwarranted belittling of .NBC's con- 
siderable coittribution to broadcasting. Net- 
work said record doesn't bear out burc.iu's 
"ill-gotten gains" charge that NBC originally 
ac(]uire<l \\'KC\'-T\* station bv pres-nrinp 
\\'estinghou-e to swap its IMiiladelphia outlet 
for NBC s in Clevelaiul. Weapon was alleged- 
Iv NBC threat to withhold network afldiation 
from other outhMs. NBC was particularly 
irked by bureau inclusiiui of an alleped threat 
to withhold afTdiation from a Pittsburph outlet 
in a -ide involvciuent durinp Westinphouse 
swap in 19.5.1. NBC savs afTdiation commil- 
nietit to I'iltsburpb station \%-as made far 
ahead of W'estinphouse cxehanpe. It reniitid* 
bureau that FCC confirmed the exchanpe and 
has fotttid no fault in NBC's running of the 
Philadelphia station in the eight years «ince. 
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BAR reports loss: Broadcast Advertisers Re- 
ports, which monitors tv stations for some 200 
agency and station clients, reports it will com- 
plete its fiscal year on 31 Octol)er witli a loss 
in operations of $125,000. Gross income is in 
excess of $1 million. Loss is blamed on BAR's 
short-lived attempt to monitor 236 tv stjations 
in 75 markets every day of the year. This 
was reduced in September to seven days nioni- 
loring each month in 75 markets. Before 1 
January 1963, when daily service began, 
monitor reports on stations were made about 
one week in three months in 75 markets. 
When it began one-week service per market 
per week, BAR returned to profitable 
operations. 

Time for a change: Advertising agency peo- 
ple are being bred to look on media reps as "a 
nuisance," says William A. Marseller,* chair- 
man of the agency bearing his name, in ex- 
pressing concern that "so many media people 
believe that agency media buying is often 
superficial." Addressing a conference of the 
Assoc. Business Publications, he called for 
''each agency to reassess its attitude toward 
media." He said it was the fatilt of agencies 
"if we are finding media less helpful today 
... if we find the new media salesmen coming 
into the business today less able to help us 
make maximum effect with the medium." He 
pointed to studies demonstrating that "media 
complain about inability to see agency de- 
cision makers, about buyers who are inade- 
quately trained . . . about agency jconcern with 
pure quantitative measures, about unreason- 
able agency requests for uncompensated field 
studies . . . There must be an element of truth; 
the connplaints arc alarmingly universal." 

Syndicators act: At least two syfidicators have 
profited from ABC TV's 10-10:30 Sunday 
time period problem. When the network i-e- 
placed the ihree-week-old 100 Grand with 
iMUghs for Sole week before last, some affili- 



ates elected to pass up the n^w entry in favor 
of syndicated fare. Official Films' first-run 
half-hour Battle Line was purchased by ABC 
affiliates WFIL-TV Philadelphia, and WNHC- 
TV, New Haven, for use in that 10-10:30 
Sunday slot. Both stations, owned by Triangle, 
put Battle Line on the air last niglit (27) . At 
the same time, Four Star's one-hour Ditk 
Powell Theatre was swatched up by anothet 
ABC affiliate, KOCO-TV Oklahoma City, im 
the Same slot. Other film syndicators vying; 
for the weajv ABC time period revealed a 
wait-and-see attitude among most afliliates, bttt 
more are expected to drop Laughs. Both half- 
hour and hour syndicated properties could be 
used by the affiliates: A\*hile Laughs is aonv 
carried on 136 stations, the half-hour netvwrk 
news show that follows is taken by only 69. 

Worried by "machine:" Edward H. Weiss 
challenged more th^n just the compater in a 
talk to the ANA Advanced Advertising Man- 
agement Course. He said the word "machine" 
means to him "routine procedure, controls, 
and channels . . . the mechanization of mian's; 
work." Out of the modern worship of the ma- 
chine "has risen the most terrible idolatrj' to 
threaten the initiative, the individualism, the 
growth of business and its handniaideu adver- 
tising — the idolatory known as research, ^vith 
a capital R," charged WeisS. "In the madern 
triangle of Men, Money, and Maehiues, it is 
the IVIachines that come first — when they 
should come last, when they should be a timid 
servant rather than au arrogant, arbitrary, 
and capricious master." He benroaned that 
nuilti-million-dollar advertising decisious axe 
based on what score is turned up in ratings 
and warned iJiat the menace of too ran oh 
research is its povver increasingly to piiral)^e 
one's critical judgment of it. The research and 
the numbers should take their rightful and 
subordinate plaee, "beneath the cardinal vir- 
tues of Confidence^ Courage.^ Judgment, Ijifti. 
ative. and Experieiiee," ^'d*s concludeds, 
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100 animated 5-minute cartoons in full color created by Max Fleischer, 

produced by Hal Seeger and directed by Myron Waldman . . . 

featuring the hilarious voices of Larry Storch and presenting 

the most refreshingly new and highly entertaining characters . . . 

KOKO, KOKETTE, KOKONUT and MEAN MOE 

. . . all delightful creations, animated with real photographic 

backgrounds for the delight of every kind of audience. 

"Out of the Inkwell" is definitely out of the ordinary. To find out 

for yourself, we invite you to screen a sample of this great new 

cartoon series. Your nearest Seven Arts' sales office is listed at right. 
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LOOK whars coming up from Seven Arts! 









IN MIAMI, IT'S... 



HIGH 
SALES 



ON THE 

It's smooth selling in the great South 
Florida market with the new high- 
potency programming that makes 
WCKT the "High-See" of this multi- 
million audience. 



amateur c>ass.ca> 
musical talent 



HIGH-POTENCY PROGRAMMING 

REACHES 
2 MILLION RESIDENTS 

OF SOUTH FLORIDA 

PLUS A "CAPSULE 
NATIONAL MARKET 

OF 5 MILLION* 
ANNUAL VISITORS 
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SUNBEAM TELEVISION CORPORATION 
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<cq u isitives* are big earners in Cleveland 

'levelanders rank second (26.4%) earning incomes over $10,000 annually 
jmong the nation's top twenty metro-county areas — just behind Washington. 
I. C. That's why Clevelanders have money to spend on luxuries of life. 

[Ac-quis'-i-tive — given to desire, to buy and own. ACQUISITIVES "WATCH 
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DAN O'HERLIHY 



DAVID JANSSEN 



INGER STEVENS 



. . . but that's not all 



Sure, the new ABC View leads the parade this fall 
on KTVI, TV 2, but we've made big news ourselves 
in St. Louis. Our new afternoon programming, 
featuring Adventures in Paradise, Rifleman and 
Zane Grey Theatre, lets you sell to everyone old 
enough to buy from 4 P.M. 'til 6 P.M. Later on, we 
hold that big ABC evening audience with 
Annette Chambers, our glamorous new weather girl, 
and Steve Allen. Thursday nights are spiced with 




m 

LAWRENCE WELK 



GENE BARRY 




THE FLINTSTONES 



DONNA REED 



Battle Line. Saturday nights sparkle with our nevy 
Spectacular Movie (the first two shows are 
Hercules and Goliath Againsi Ihe Giants), and Sunday 
night viewers spend thrilling moments with 
Chiller Theatre. Obviously, the combination for 
action in St. Louis 

is ABC and IMf| i^P^^St- 

I 
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Oim; iiinir« view of 
^ienifiraiit liappi-iiiiie% in 
liroadcaHl ad^ crliviiig 



Steve Dietz takes a standi 

It \\ vs VHoi T ten \ (';ir>< ago llial Joe \\ ai d. a Sralllc hti^-inr^-. <'iigiiicci 
u lid \va> ill the (';i>l iiii|)l<-iii(Miliii;4 K(i{j;aii J(iii<-»' iiijii'iiioii-. \KHI 
plan lor iii<'a«<i!riii|^ radio <'n('<li\tMic», >al in m\ Iioiik" in Maiiuiio- 
lliH'k and a^k('d, 

"Do yon knou \ onr iiciglilior Sieve Diet/? I \v'> one ad iiiaii dial 
I piinrantcc will make lii>loi \ 

1 nc\ cr told Stc\ c thai, allliongli 1 did jjcl t<i knou liiiii ijiiilr ucll. 
At live liiiic lie ua> u itii HntiN, Later li<* ino\ed to Ojiih \ and tiu'ii to 
Kenyoii iJv Kekliar<lt. Ili> |irinie rt'eiealion, 1 di>co\ eied, s\a«« retiiiii- 
ittg |)eri<)dieall\ to his alma mater. Dartmouth, and sjieiidinp iipuard>- 
of a week ehinniiig uith his old |)rof>. 

La>t week Ste\ e Diet/, made lii>toi v. Kenynn \ Krkliardt. uliere 
he i^ no\s e.\eeiiti\e \ ice |)re>ideiU in e'harge of marketing •>er\ iee^. an- 
Moniieed that it pro|)ti^es (with the eunenrreiice of it> elient>) to phut' 
national spot only on tlio>e Iv and radio stations that >iih^erilM' to the 
NAH C()de> or their e(pii\ alents. it's Steve's plan and he's the man 
on the spot. 

The hroadea>ting in(lii>try will a|)|)laii<l the move. For in one hold 
stroke his apeney piit> new teeth into the XAH Code.-. hel|)> >tati(iii- 
rCKnlate themselves, and reduces the threat of po\ernnient inter fei • 
e;iiee. 

If other ageneie- join in. thi> eoiild well turn out to he a ela>>ie 
.\ain|)le of ho\s the free enterprise >y-tem uork> to the heiu-fit of ail 
coneerne«l. 

1 a.-ked Steve how it eanie ahoiit. I le explained that u hen he attended 
live \:\ Convention in April lie heard a British nd\ erti>er dex rihe 
wliat had heen done in Knpland on helialf of xdf-regnlatioii. "So 
nalnrally." >aid Ste\ e. "1 liepan wondering what eonid lie done in 
the L .S. under our groiind-riile>." 

The an>wer w a> simple. I'.-e the XAB Code- a> the ha>e. Make it 
r.eee:S>ary for e\ery ^tation to eonform to the Code or lo a -peeifir 
standa rd of prai tiee a.- aece|)tal)le a> the Co«le. I hi- uouhl heiudit 
Iv and radio client.- hy in-iiring good -taiulanl- ol performance and 
ruore jnestige for the media, it would also he a practical wav for 
agencies to help make -el f-regulalion operate. 

The actual work -tarted 16 .Ma v with a meeting of the K\K Media 
Policy Committee of uliieh Stiw (> i- chairman. Fellou- like Joe Hraiin. 
Jim lk\ile. I'anl Roth. Jack Caplan. Dick Trea. and Wall Staah. uho 
head the media -etiip at K&K. partieijialed. I he -e--ion- < oiitiiiiicd 
1 projects hegan working. For example. repre-enlati\ c- w i i(> 
"Qeried regarding their -tation-' ailherence to the Code-, ."^lation- 
aud groups that didn't -nh-crihe \s ere a-ked w li\-. In -omc ca-c- 
{HKO General wa- an example) their own code- wen^ aj)|)ro\rd. 
A -tudy wa- iiia<le of l\ -tation- in the lop SO nuiikcl- and radio 

riaisr turn to \Ci:\C\ SIX TION /• 10 
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ACCEPTANCE 

en(©y4 fhe confidence of iH oudi^-nc^ end od^ef 
tiicn 0% deet WPTR then fo^?h po%^6 rh^ 

Sfuc Self of acceptonce, end th^tt n no diffgfenc© 

WPTR's acs^pfOHCc m<cGiufed in iof^e p^tt br 
tht degree to which l©<ol adpertucf* mot? uv« of 
fhe ifa(90f^ and tH ptttannsl 

PERSONNEL-SELL 

— Hcp© ore iome eiamplca ol *ho» Iftcal ad^cfJtt 
tr% (hint ©f WPTR'% oif lole^mcn 

Kew Poftcf-^hai an eacluitve ©ne yes' sof*t'Oct 
to do alt Rodio and Tti€vt<^i©n £©mm«?£BQl^ *of 
Blue Croii-Blu« Shield 

Jam Rsmtburg — does the enl/fff Radio TV co<m- 
mereisl |©b (of S*«"OrU Ice Cream 

Jim Ramtburg and Pat PoHefwn l(^q »hcf they 
d© 100% ©t Sorologa Vichy Wotei commeisisit 
— Ro-ii© a«d Television 

Pal Pollen©n pcfsonolity ©fs all ol the Olm' 
Oil C© Rodie TV commefcioli 

B©b Badger doct all th« Radio commcfciaU lor 
J M Fields 0 huge ducoMH* d«^r«mt«l slurs 

Ken Parker and An Simmers t»«clher ha»c 

tyrned oyl all Top Value Stamp Rod'O sommer 
Ciols These »ere used <o replace the CTs vtn 

out by the national agency 

Front Visl — WPTR's Soles Promotion Director 
hondiifs Broadcast Copy»riting to' Sle-orts ku 
Cream. Mile's Submarine Ssand'-ich Sha^s, 
Midos Mulller Oimr Oil Co omong other lecol 
occounts 
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Letters to the Editor 



RADIO S .MAGIC ABILITY 

Thanks for a fine piece on Stan 
Fiehcrg, 21 October. His creative 
contributions to the quality and ef- 
fectiveness of radio commercials 
have been outstanding. 

Wc need to encourage a far bet- 
ter understanding among agencies 
and clients of: 

1. New techniques in radio pro- 
duction which are restoring the 
"magic" of radio's ability to sell. 

2. How independent creative 
shops can raise the effectiveness oj 
radio campaigns. 

These organizations are increas- 
ing in number and ability in all 
parts of the country. They are one 
of the reasons I'm certain we'll see 
more and more use of radio by na- 
tional advertisers. 

SPONSOR deserves plaudits for its 
part in the mox'e. 

Maurie Webster 
\'ice president, gen. mgr. 
CBS Radio Spot Sales 
New York 

SELECT CODE STATIONS 

Fred Papert, board chairman of 
Papert, Koenig, Lois, says that "it 
would be a fine idea" for tbe FCC 
to step in if broadcasters cannot 
control commercial time allowances 
themselves, ^h•. Papert is quoted in 
SPONSOR, page 3, 14 October issue. 

This broadcaster is getting a little 
weary of the casual and careless 
comments about broadcasting made 
by some ad\'ertising-conneeted per- 
sonalities who apparently ha\'e 
done little to inform themselves 
about the potential consequences 
of our problems. 

If goA'ernment is to control the 
number and frequency of commer- 
cials, the ultimate effect upon ad- 
\ertising (and upon the fundamen- 
tal fr(>(>doms of tlie people) is as 
obiious as the effect upon the 
broadcasters tluMUselvc};. 

Certainly Mr. PapxMt must ha.\e 
given some thought to this peril. 

Agencies and adxertisers can 



serx'e best the cause of more accejp 

table commercial balance by seleel 

ing those stations which abide 

the NAB Cod^s, whether or nit 

they are subscribers. 

Positive action of this sort by ,a9 

\ ertisers and agencies will be nioj 

effectix'e aJid more becorning. Cer 

tainh' it is in the best tradition 

the self regulatory process which B 

much more to be desired than g$w 

ernment fiat. -i l i-. i. 

John COpp 

presicleiti' 

K\'LL Radio, Dallai 

SESAC LICENSES OTHER RIGHTS 

Your feature eiititled "WashifiJ 
ton Week" \vhich appeared in tl 
21 October issue of sposssok, if* 
ported that SESAC along with atbarl 
". . . similar groups hcense(s) on]yi 
the public performance rights el 
tablished in the (Copyright Law) 
for cop)riglit ovxners." 

1 would like to take this oppsr' 
tunity to point out that SESAC te'pf 
resents not only the public pcrfonA- 
ance rights of the music of its affili- 
ates but in most cases also licei5;|f| 
their phonograph rccwding affd 
film synchronization rights as well. 

John fCoshel, |fs 
asst. to the i^rcsiclenl 
SESAC tarn 
Nev\' Yitf|i 

"FOLK OR FAUST" APPRECIATE^ 

The basic xiroblcm hi sclHog 
good mirsic radio, fm and am, W 
agencx' media people and tlifif 
clients has becn^ to give tliem a 
clear image of the Good Music sta- 
tion and the character of the au:di^> 
enee. Your article of 21 Oetniber, 
"Folk or Faust, it s all a nevv salteS 
aria," has defined this ver)' cleafl|* 
aiul \ hope will l)e j'eaci th()rougliiv 
by a!tl\-ertisers and the agerijclrs 

serx uig them. „ „ . „ 

G, Otis Kawatll 

\'ice president 

Good Music Broadciifteri 

Ne\\ Ymk 
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ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC^TV 

N EW YOR K 



Delivers substantial 
all- family audience 
at reasonable cost; 
plus an exceptional 
community relations- 
public service bonus. 



HERE'S HOW IT WORKS 

YOU BUY full sponsorship 
($5400 net commissionable) or 
half sponsorship ($2700) of this 
live local show which translates 
the excitement of high school 
sports into a fast-paced scho- 
lastic quiz. Art James is host, 
6:30-7 PM, Sunday. 

YOU GET, with full sponsor- 
ship, four :60 commercials plus 
opening and closing billboards; 
for half sponsorship, two :60 
spots and one billboard. 

PLUS the proven audience ap- 
peal of a program that repre- 
sents a unique fusion of family 
entertainment and creative pub- 
lic service. 

IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



NEW YORK 



Indiana Broadcasters' 
elect slate of officers 

Vice president and general mana- 
ger of WANlvAM-TV, Fort Wayne, 
Reid G. Chapman has been elt-eted 
president of the Indiana Broad- 
easters' Assn., at its annual eom en- 
tion in Freneh Liek. He succeeds 
Don M alike of WBFM, Indian- 
apolis. The eomplete slate of offi- 
eers inelnde: W. C. Fowler, \\'BAT, 
Marion, to viee president for radio; 
Martin Williams, WFMS-FM, Indi- 
anapolis, to viee president for fni; 
John B. Babeoek, WLW-I-TV, Indi- 
anapolis, to v ice president for t\ ; 
W. T. Hamilton Wx\DU, S(nith 
Bend, to secretary-treasurer; Rich- 
ard Jackson, WSAL, Logansport, to 
assistant secretary; Ben Falber, Jr., 
WTHI-AM-Fx\I-TV, Terre Haute; 
to assistant treasurer. Named di- 
rectors are: Jack E. Douglas, WFIE, 
Evansville; Arthur R. O'Neil, 
WSBT-AM-FM-TV, South Bend; 
John R. Atkinson, WHBU, Ander- 
son; Joseph Edwards, WAMW and 
WFxML, Washington; J. E. Willis, 
WAZY, Lavfayette; and Don 
xMenke, WFBM-AM-FM-TV, Indi- 
anoplis. 

Negro -aimed station 
gets another's gift 

It was a case of mistaken station 
identification when a check for 
$110 appeared on the desk of Harry 
Novik, general manager of Negro- 
oriented WLIB, New York. 
WMCA, another New York outlet, 
with a general audience appeal, had 
conducted an on-air, fund-raising 
campaign to re-build the bombed 
Birmingham, Ala., Baptist church, 
where four children died several 
weeks ago. 

AT&T's New York long lines op- 
erators collected $110 for the cause, 
and sent it to WLIB, under the as- 
sumption it was the Negro-oriented 
station had run the drive. 

NoN'ik, preparing to forward the 
contribution to ^^'MCA, discovered 
the station had already mailed its 
collections to Birmingham. lie 
wrote a note of explanation to 
W.MCA president, R. Peter Straus, 
saying he was sending it directly to 
Rirmingham, and adding, "1 wanted 
\()u to know, though, your efforts 
paid off — in more wa\s than e\"cn 
\ou anticipated." 
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Thanks to you 'Mel,' and the entire MACFADDEN-BARTELL organ 
ization. This is my way of answering your very kind and thoughtfi 
letter. It's nice to be appreciated ! 



"Congratulations" 
on your excellent 
new publication, 
COUNTRY MUSIC STARS! 
Our Network of 
Stations Salutes you! 

(From the far Northwest) 

i 



5,000 watts at T380 
non-directional 
SPOKANE, WASHINGTON'S 
only exclusive 
COUNTRY-WESTERN 
& FOLK MUSIC 
Radio Coverage 
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BARTELL BROADCASTING CORPORATION; 







Exec'titi«e Offices 



October 21 ^ 195-3 

Bartell ra,mily Ra<Jip I'Bth. ICHaT 



I want tO' express Qur appreci'atloflj Chut:.k . . . 

for yaur Interest and cooperation in bringing 
about the publishing of "Cjountry Musi^", the first national 
publicatlott of its kind .devoted to country music stars. I 
hope you and the entil-e Country Music Industry Shd fans 
are pleased with our magazine. 

Your tremendous devotion end ]im^lsdge of the Country sod 
Western fflusic field is a matter of record. I dori't kao« of 
anyone who has done more to promote this very tmporfent- 
segment of our national music scene than ygut 

I will be looking forWa.rd to your reaction and thorsle of ybur 
colleagues to our new magazine. 

My very best to you. 



Cordially, 



MelvinS/I . Bartell 
Vicg President-S'ecret^ry 

MACFADDEN-BARffiLL CORP, 



Mr. Charles Bernard 
Charles Bernard Co . , InC 
730 Fifth, Avenue 
New York 19,, New "York 



I 
I 



DAVENPORT, IOWA 

The Quint Cities only 
exclusive 
COUNTRY-WESTERN-FOLK 
Music Station 



^ o 
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EDINBURG, TEXAS 

"COUNTRY-WESTERN & 

FOLK MUSIC" for 
the Lower Rio Grande 
Valley of Texas 
710 on the Dial 



This is National 
"COUNTRY MUSIC WEEr 
(Oct. 27th-Nov. 2nd). 
Join us at the 
'CMA' Convention 
in Nashville! 
You'll love 
WSIVI's "Grand Ole Opry" 



"COUNTRY MUSIC NETWORK" 

(Over 50 Major Markets from Coasf-fo-Cxyasf) 

CHARLES BERNARD COMPANY, INC. — RADIO & TV REPRESENTATIVES 
730 Fifth Avenue, New York 19 • (area 212) Circle 6-7242 

New York o Chiccgo • Detroit • Atlanta • Dallas • Los Angeles • San Frarrcisca 
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Inleniretalioi) «.rMl ixtmrncnlMTf 
on ippsl tlKnificanl tv/radio 
•fid marlclinjc Dews of the we«k 



Watch for these trends in the first October Nielsen coming out this week. 

Kiillicr tlinii piDN itliii^ dt- (iiiitivf picliirc of liow llic iiclwork-j >l,iii(l, jikI will 
coiiliiiiic to rank for rt'>l of the \ far, (■lo>cm'^> of niglittiinc iictwoi k t\ <i\ ci age i alirig-, 
I'oiihl iiR'aii protraclt'd hallle for Icailcrsliip. 

While one network ohserxer helie\ e.> the "mm^oh^ o\er" with the first UrtohiM 
national (and tkore are pvec'edeiits to haek up the opinion), ollier.s helie\e a tliHM-.tla) 
tiead heat i^ possihie hy ^o\enil)ei. 

Study t)f 30-jnarket rsiel.seii t\ ratings a\ailalile to date indieal«*s th<' hig pHJ- 
gram gamble hy AHC T\ > Tom Moore uiay ha\ e paid olT, and the iietuoi k has 
v\ eatlieied it^ eri:<i.s. Though CHS will iiio>t likely leiiia in on to|i in a\ ei ag<- lalings, 
how far AHC has ino\ed up in the natioualii, and .MiC's position, will he worth oh- 
servrug. Ikjt most hnportant, if the rankings are elosc, will he what diicciioii e;i(li 
network is taking. 



Another major ad agency is gearing for the computer age— Foote, Cone & Belding. 

FC\H expects to luuc eleetronie [irepanition of hi oadeast and print ad\ evli«iiig 
estimates "early in 1965." 

On order by FC&B is a General Eleetric 225 computer, which will he installed 
in FC&B's new quarters in Manhattan's Ktpiitahle Life Assurance Building. .Mean- 
while, the agency plans to lease time on a similar computer at GK's Inform. ition 
Processing Center in Chicago. 



Newspaper reps are prtidding papers to develop demographic data to compete with radio-tv. 

Nearly 1 ,000 kits, carrying proposals from Hesearcli Committee on Sland.irih 
izetl Newspaper Audience Research, have been distributed bv Americ.ni A->-ocialnii! 
of .Newspaper He|)re?entati\es. Inelnded in association are leading iieu^papei icps. 
Material ^ugge^ls wavs newspapcM > cau get standard reader data lor distribution to 
acKertiseis and agencie-. Included is suggested ipiestioimaire and meihiuls toi 
making studies. 

Aim is to get all papers to prepare siandard material. Working with new-papei 
Bureau of Advertising. .V.V.N l{ has al-o prepared lilni strip. "Ch.nii «' of \'ahie."* Im 
showing to acKcrtisers aiul agencies. Shows rhangcs taking place in l\. 

While first piece outlined in detail pitjposcd vescarch. so-ond Inxikh't roming 
this week will simplify j)roposals for newspapers. 



There'll be an interesting battle of the "Hootenanny" magazines this fall. 

There are two of theni. The first is called, simply, "I looten.imn " and i~ ln'ing 
piiblf.slied by Fred B. Tarter, \sith the first issue (dealing with bdk mu-n j»riMru- 
alitics, events, song lvrie>. etc.) due on the stands sjiortly. It is not lied -pef ificalK- to 
the tv series. Ilootcnannv. 

The second magazine is called "ABC-'I \ Hootenainu." and it - ln-ing pnbli-ln-d 
under license bv S.M.I'. I'lihli-hing. New York. It will al^o contain .!iti< h'« aU«ut 
ft)lk music artists, much of it related to the t\ sei ie-". It niav, or ina\ not. Ih- .i onc-^hol 
publication, depending upon public ac<eplance. It's sflicdiiled to h«' on the ^lainl- 2'^ 
October. 

Needless to ^aw t\ advertisers on Hootcnnnn^ lia\e been appro iched bv l«ith 
|)ublicatious in pni^uit of print ad\ertising dollars. 

n 
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Four Star is planning to get into the liusiness of producing directly for syndication. 

So far, properties halidled by Foiif Star Distrn>utioii Carp, are former network 
series. No\f, FSDC is talking of piloting a fteW film series for syudi«aticon as soon 
as current talks with a major regional advertiser (who wants the show for a 6Q- market 
spread) reach the contract stage. 

There has been, as any regional advertiser knows, a severe shortage of pro- 
duced-for-syndicatioii film shov\^ in recent seasons, with off-iietwork series, dom- 
mentaries (see story, page 21), feature filttis and group-station shows filling the 

gap- 



Published local-station rates can be great problem and irritation to broidcast advertisers. 

One advertiser calls attention to radio station which recently increased its 
rates by several hundred per cent. Checking reasons why, it was found newly pub- 
lished figures were for use only in bartering time with jingle companies, etc. As a 
matter of fact, actual rates hadn't been changed at all. 



Westerns are on an upbeat again— so reports TvQ this month. Here's the story: 

No less than seven oaters — all but one of the eight seen in network prime time 
this season — are in the ''top 20" list oi those shows consideried a favorite by TvQ 
respondents.. Bonanza, for instance, is in top place, edging Beverly HillbiUies. 
Wagon Train and Rawhide, are back t)n tire list, and even the Gunsjnoke reruns. 
Marshal Dillon, have made the grade. 



Tv doesn't destroy a taste for learning via reading, says a noted psychologist. 

Dr. Bruno Bettelheini, Chicago University professor of Educationial Psychotogy, 
makes the statement in an article in the November issue of "Redbook," whicli reports 
on a group discussion he beld with several parents worried about developing 
educational proclivities in their children. 

"Highly literate people fear illogicaOy that tv will narrow the nan-reader's 
cultural tradition," he states. "Some of the worries We have about ourselves aj 
parents have been projected on [this] new entertainment." 



By next month, CBS TV will have received a major delivery of Marconi cameras. 

They're the large-picture-siz.e, 4^A-injcli imag« ortbicons developed by ^farconi's 
Wireless Telegraph Company of England, which proudly refers to the recently 
received CBS order as "the largest single order (for such cameras) ever to be 
placed in the world." 

Deliveries of the Mark IV cameras — 44 in number — started in July. Of tlte 
total munber, 29 are being delivered to CBS for use in New York, nine m& for 
CBS Television City in Hollywood, and six are for the new CBS New-s facility in 
Washington. 

The cameras produce a superior image for programs, eonnntercials, tapes, etc. 
than that of older 3-inch canieras. 
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IN MIAMI, IT'S... 



HIGH 
SALES 



ON THE 

It's smooth selling in the great South 
Florida market with the new high- 
potency programming that makes 
WCKT the "High-See" of this multi- 
million audience. 



amateur c>ass.ca> 
musical talent 



HIGH-POTENCY PROGRAMMING 

REACHES 
2 MILLION RESIDENTS 

OF SOUTH FLORIDA 

PLUS A "CAPSULE 
NATIONAL MARKET 

OF 5 MILLION* 
ANNUAL VISITORS 





...IT S WCKT 
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SUNBEAM TELEVISION CORPORATION 



P 0 Boi 1118 W ami Fior da • m Rep'esenta' .es Mjr 
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FLORIDA'S ■Srd MARKET 



tuned in 

to 



^CALENDAR 



The when and where 
of coming events 
•28 October lao.l 



msHW 



FLORIDA'S 
CHANNEL 



ORLANDO • DAYTONA • CANAVERAL 



OCTOBER 

WSM salute to Grand 'Ole Opry, 
(27-2 Nov.) 

The National Aeadciny of Televi- 
sion Arts and Seiences, forum on 
"The Negro in Telc\'ision," Anier- 
ieana Hotel, New York (28) 

Institute of Broadcasting Financial 
Management, 3rd annual general 
meeting, New York Hilton, New 
York (28-30) 

International Radio & Television 
Society, series of eight tiniehuy- 
ing and selling seminars begins, 
CBS Radio studio, New York (29) 

International Radio & Television 
Society, newsmaker luncheon, 
Waldorf Astoria, New York (30) 

National Retail Merchants Assn., 
seminar. Commodore Hotel, New 
York (31-1 November) 

NOVEMBER 

Oregon Assn. of Broadcasters, con- 
vention, Hilton Hotel, Portland 

National Business Publications, pro- 
duction seminar, Essex House, 
New York (4) 

Central Canadian Broadcasters 
Assn., management and engineer- 
ing convention, Royal York Ho- 
tel, Toronto (4-5) 

Maine Assn. of Broadcasters, an- 
nual meeting, Eastland Hotel, 
Portland (6) ^ 

American Assn. of Advertising 
Agencies, eastern annual meet- 
ing, Waldorf-Astoria (6-7) 

Illinois Broadcasters Assn., fall con- 
vention, Chicago (7-8) 

International Radio & Television 
Society, 1st annual college majors 
conference. Hotel Roosevelt, 
New York (7-8) 

Washington State Assn. of Broad- 
casters, fall meeting, Ridpath Ho- 
tel, Spokane (7-9) 

Assn. of National Advertisers, an- 
nual meeting, The Homestead, 
Hot Springs, Va. (10-13) 

Group W, 5tli conference on local 



public service programing, Insti- 
tute of Music, Cleveland (11) 

Electronic Industries Assn., 1963 
radio fall meeting, Manger Ho^ 
tel, Rochester, N. Y. (11-13) 

National Association of Broadcast- 
ers, fall conferences, Dinkier- 
Andrew Jackson, Nashville (14- 
15); Hotel Texas, Fort Worth (18- 
19), Cosmopolitan, Denver (21- 
22); Fairmount, San Francisco 
(25-26) 

.Advertising Women of New York 
Foundation, annual advertising 
career conference. Commodore 
Hotel, New York (16) 

National Assn. of Educational 
Broadcasters, national conven- 
tion. Hotel Schroeder, }vlilwau- 
kee (17-20) 

The Television Bureau of Advertis- 
ing, annual membership meeting, 
Sheraton-Blackstone Hotel, Chi- 
cago (19-21); 3rd annual sales 
managers meethig (20) 

Broadcasters Promotion Assn., an- 
nual convention. Jack Tar Hotels 
San Francisco (17'20) 

New York University's Division of 
General Education, editorial 
workshop. Hotel Lancaster, New 
York (18-20) 

American Assn. of AdvCjtisiirg 
Agencies, annual convention, 
Statler Hilton, Cleveland (20) 

International Radio & Television 
Society, newsmaker luncheon 
with W. A\erell Ilarrinian, Hotel 
Roosevelt, New York (20) 

National Academy of Television 
Arts and Sciences, dinner, Hilton 
Hotel, Neu' York (22) 

Wisconsin Associated Press Broad- 
casters, Milwaukee, Wise. (2-2-25) 

Broadcasting and Ad\:ertising Divi- 
sion of the American Jewish Com- 
mittee, dinner w ith Brown & \Vil- 
lianison Tobacco Corp. piesideut 
William S. Cutchins as guest, 
NeN\- York Hilton. N. Y. C^S) 

International Radio & Televisien 
Society, special projects lunch- 
eon, W'aldorf-Astoria, (27); 
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(iwi' iiKviMirc i> xTvicr to \ontli. 



• Sen'ice to young people . . . like Richard Woingart . . . shown hero with the coveted Frank AIwcmkI 
Trophy . . . awarded him at the Eastern States Exposition. 

• The trophy was named by New England 4-H leaders . . . to honor WTIC'S Fn rm Projzrani 
Director . . . also seen in the photograph. 

• Richard won the trophy for his prize heifer*. . . grand-daughter of a calf he purchn-cfl . . . with 
an interest-free WTIC Farm Youth Program loan. 

• Since 1948 . . . WTIC has made 833 such interest-free loans . . . totaling .$13(UW).l^ ... to h.V) 
young people . . . in Connecticut and western Massachusetts . . . resulting in many line herd- . . . 
which otherwi.se would not exist today. Incidentally, our losses dealing with lhi< fine group of 
young Americans, have been almost non-existent. 

We Ix'lieve this to he another measure of a broadcasting station . . . undreamwl of in a rat nig 
service's philosophy. 

WTIC(J^AM/FM 

Hr.«;i<KM>t HouM-. .? ("on-iitution Pl.i/.i H.irlf. r I. ( < nn.t (n ut <x>l 1 ' 

WTIC AM-FM is represented by the Henry I. Chri-tal Company. 

*Grj-^>nricisi' King's AniJa 
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COMMERCIAL 
CRITIQUE 



Trends, tecliiiifiucs new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



do-it-yourself flop' 



HAROLD KAUFMAN 

vice president and director 

of tv-radio production 

Xeedham, Louis and Brorhtj, Chicago 

ALONG TIME ago 1 was taught that 
one should write only about 
things lie knows. Through the years 
this severe restriction has served to 
limit niy literary outi^ut consider- 
ahly. Except for an occasional and 
brief letter to a friend (containing 
the usual vague generalities), my 
wTiling efforts have been primarih' 
directed toward 60, 30, 20, 10 and 
once in a while 45-second commer- 
cials — mostly for tv and sometimes 
for radio. 

With this in mind you can see 
how an invitation to write some- 
thing for this column cnme as a 
distinct shock to me — especially 
since the piece had to be more than 
60 seconds worth. Also, with the 
self-imposed restriction described 
above, m\' choice of subjects is very 
small. I have decided to write about 
"creativity " but since I'm not really 
sure why and how creativity hap- 
pens 1 will write about how not to 
do good creative work. 

In other words, how good com- 
mercials do not happen. 

1. The first recjuisite for a bad 
commercial is to develop an unin- 
spired concept. This can he accom- 
plished in several ways: 

• By a single member of an 
agency's cicalicc department, he he 
writer, art director or prodncer. 

• By a single nienihcr of another 
department , prcfcrohhj someone 
from iJie account executive group. 

• By committee. 

2. The second step that must be 
taken to insure a bad commercial is 
to hammer the dull concept through 
the art director stage and get a 
stor) board with visuals that are 
e\ er\' bit as dull as the idea and the 
words. It is also ver\' important to 
keep the whole idea a deep secret 
as far as the agency broadcast pro- 
ducer is concerned. 



3. Really sell the idea to every- 
one. This isn't too difficult because 
it is possible, given enough convic- 
tion, to convince most people that 
the storyboard does not . . . indeed 
can ne\'er . . . properly eonx ey the 
nuances, the subtle values which 
will surely, suddenly and magically 
appear after production. 

4. Go out and do the production 
\'ourself! Who needs the agency 
producer anywa\? For one thing 
he doesn't know what the project 
is all about because, after all, you 
were very careful to avoid getting 
him involved anj'Ayhere along the 
line. He certainh' would tr\' to alter 
and adulterate the purity of your 
idea and he is bound to steal credit 
for some part of the end result if 
you let him. 

Be sure to treat art directors in 
exaeth' the same way. And by all 
means never let the production 
company ha\'e an\' freedom — this 
can be very dangerous. The\' could 
think of something at the very last 
minute that could make things bet- 




11 AHOLD KAUFNLVX, vice presi- 
dent and director of television- 
radio production of .Nccdliam, 
Loin's and Hrorby, previously served 
llie aRcney as a ereati\c group 
licad. lie joined NL\-H in October 
1959, as a television-radio commer- 
cial writer, and was elected a vice 
president in February 1902. 



ter and thus ruin everything. Of 
course if music is required, write it 
yourself and be sure to keep the 
orchestrator fvOm using his ingenu- 
ity. The same goes for on and aff 
camera talent. 

5. \\'hen the interlock is re- 
ceived, be sure to explain that the 
subtle production x'alues are stjl) 
ab.seiit because there are no optical^ 
and tire reason the sound and pic- 
ture don't match is because the film 
editor got momentarily confused. In 
the ease of animation pencil tests, 
it is impossible to really judge ho'is,? 
good the final characters and mo\'ev 
ment will really be. If there are any 
doubters at this stage, pay absolute- 
ly no attention to them hecaiisi 
they wouldn't know a good thing if 
they saw it an\'vv^ay. 

6. \Vhen the answer print finally 
comes in, an\' difficulties in nnder- 
standing words or any bad Visual* 
can ejisily be explained on the basiss 
that an answer print is not supposed 
to be perfect, that the sound bab 
ances are expected to be off and 
that the contrast levels are not cott' 
trolled, which should explain to: 
everyone's satisfaction why scenes 
jump and don't match. Besides, to 
make any changes at this stagt 
would cost m-o-n-e-y and siirelf 
you will not be responsible for tljat. 

7. \\'hen the quantity print:^. 
come in, steal one . . . you'll bi 
needing it for your sample ree^l 
very soon. 

Of course, it is possible to tuna a 
good basic concept into a bad coqu- 
mcrcial mereb' by picking up at 
Step No. 2 and taking it from flietfi. 
In fact, any one of the steps wfH 
help to make the cominercial bad. 

M\- hope is that after readhif 
this, making bad commercials will 
seem so easy that the challcjige will 
be gone and excryone will tfini 
away ;md start making good com- 
mercials onh'. 

At Needhani, Louis and BrorbVi 
m\ la\-orite agencx', we ha\e att- 
tually eliminated Steps 1 through 
6. This has not happened through 
legislation but rather as a result 
of a management position which 
recognizes the \alue and imptjrl- 
anco of creative work of the higli-^ 
est quality and the freedom neces- 
sary to achieve this goal. 

What about Step No. 7 here at 
Needham? It's optional and people 
don't even have to steal prints — 
the\ just ask — -usually. if^ 
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»l4»s of the community 



Or John I t^urntyc t:i-r .3^. P t " f -j"-^*^ 



s C 



. My brother's keeper 

I A community's concern for its troubled 
%i is reflected in the face of this Indian- 
a)lis psychiatrist. The skill and dedica- 
t lof this man and his colleagues shorten 
long road back to mental health. 
Phe struggle of a young schizophrenic 
t« ind himself is the subject of a WISH-TV 
f djumentary "Tomorrow Is A Journey." 
breakdown, treatment, rejection by 
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his wife, and re-establishment as a pro- 
ductive and useful citizen are ^ v d > and 
movingly portra>ed m dramatic form. 

Shown at mental hea !h cl n s m the 
U. S. and Canada thp progra ■ s t.oica' 
of the prime t me, pubhc affa rs docu en- 
taries produced by Corinth an stations. 

Programs I ke these, strengthen tht *ies 
between community and station 













1,M TV 










■mill AM 



THE CORINTHIAN STATIONS 




"yl PORTRAIT 
OF A MAN'' 

by \iilliiini\z ('.iiniiHs win 
/iiiiiilnl iiliiiiil I'l.'U) mill 
liii 'i Jar II liiiir II mildly ill- 
Iriliiili il III linns llnllirin llir 
) iiiiii^'i r. liriilislii i liirily 
iij fiilliiiiirllr mill ililiiil 
illsliiifHiisli C.iinirlis' II iirk\ 
Jrimi lliiisf iij iilliiT iiiirlliiTii 
Rctiiiiss/iiii r iiiiisliTS. 



Courtesy of The Detroit Inslitute of Arts 



in a class hy itself 



Masterpiece — exceptional skill, far-reaching values. This is the quality 
of WW] ra(h'()-tcl('\ ision .scr\ it c'— in entertainment, news, sports, infornintioa,, 
and i^uhh'c- alhiirs iiro^rainniing, The results are inipressi\ e— in audience loyalty 
and connnnnitx statnre, and in T'lT'T'lTX ^TTTlirT TI^XT 

sal(>s inuuc-t lor the acKcrt.scr W W J (111(1 W W J" i V 
on WW'I Radio and Tclr\ ision. THE NEWS STATIONS 



Owned and Operated by Ttie Detroit News • Affiliated with NBC • National Representatives: Peters, Griffin, Woodward, Ine. 
L^O SPONSOR '28 ueioiM R ISP 
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Hot truth market 
quick and dead 



Documentary - news - public affairs show material 
enjoys appreciated status in tv syndicated sales 
with many new reels appearing as classics roll on 



PlUMi. MINIS 1 1 US and presidents 
can really sell, it turns out. Dead 
film stars and dic tators, old soldiers 
on icllnloid. even seliol.irs. are nn- 
snspeeted sponsor allies, too. It 
doesn t matter nine li u lictlier the 
prestigious talent is li\ inu. nnu li 
less "li\ e. \\ lien sc reened in non- 
network tele\ isioii. 

\\ lietlier tlie \ isnal soure r ma- 
terial lias Iwen preserved on film 
or tape, in photos or paintings. It >> 
"doeumeiitarx ." and this seems to 
he the docunientar> s d.i\ in syndi- 
cation. ( ".eor'^e \\ aslnuiiton. Mo- 
handas (^handi. sii<ntists. ,md 
simple foot soldiers .ire supporting 
messages pro\idiii"j; an .id\ertisiim 
laimchinu p. id for uasoline. h.inks, 
cereal, insurance. hairspra\. under- 
wear, and all ol hte s In >mel\ essj u- 
t iais. in addition to I i o.ulei in< s- 
sa^es of eoi porate and c ouiiiiumtv 
•li H X I will. 

The docinneutarx can Ix* a do^ 
or a dollar \ .due. d( prndiuu on 



.1 lot ol "its but di»c um< lit irn s 

ne%^ s .uul public .ilf.nrs shows .irt- 
e.inuim their %\ .n tsHhit, m sp>t 
t\ \!< 1 1 w ho .u f iu.)kiu4 111 nil \ III 
the truth market ti>d,n \aluc it 
cnns( I \ .it n eh .it tour or (n * 'lU'e s 
the iiross siiulu-iton n».rue( it 
tZ« 'ucr.ited ouK f)\<" m irs >z > 

1'Ih ste.ids relijbiht\ ol this s r 
iHT <>! s\udu ition IS j>s)nit«d up 
b\ lon^e\it\ oi ihr >ld iion fi< ti "is 
shu\s,\ .md .1 limn! « 1 <>| m w oh« 
in tlir Works \t pr"ilu< ! u 
niouc\ is 111 iui; cenuuiU'd In n 
dep« udent pr >dn« « rs si lU us si 
tion UK nps ,uid th« s\ u I t is 
ihi niscK< ^ \^h«s .tr« |)!' u » i-, i <t 

shiwni.lkum .!s W(ll (V % I s Si 

c ( ss d(» silt a! w \ s < 1 • I I \ 

tor ■ .!( tu.ihties. bi t t ti% t s| \ 
Ixtth pul 'lu u d ,1 K i r! is r | ' 
lor this t (r( 

( )ld !<»«lt I , s . s ( . I ■ f. I ^ 

in 4 till I iw t < I r ^\ i I it 

Hiu Is t \ i r I s \s 1 u • s w s 

n < I s! ski ists .n tl c I s » 





will be around sooner or later to 
cut it into programiii;^. Once cut, 
it wins awards and phus on and 
on. 

As the syndication market ma- 
tures and some of the old factual 
sliows go into their second decade 
on tlie air, tlie area of documeii- 
tary-news-public affairs begins to 
enjoy an enhanced commercial 
status alongside syndication's old 
moneymakers in popular entertain- 
ment forms. With documentaries 
sliowing tliey can earn ratings and 
sponsors in respectable time .slots, 
one-.shot special hours are accumu- 
lating into stacks. 

Just as documentaries are only 
one facet of an appreciating non- 
fiction market, domestic syndica- 
tion is only one of several profit 
opportunities. Foreign broadcast- 
ers are big sales prospects, as well 
as sources of new product. Educa- 
tional tv and school boards are 
sales prospects as well as produc- 
tion partners. 

Scanning only some of the docu- 
mentary landmarks in the domestic 
picture, it is obvious that syndi- 
cated actuality is meeting more 
than one need in commercial t\ 
today. 

Some say that brisk tralfic in 
documentaries is a response to gov- 
ernment pressure for programs of 
substance. Others credit network 
success in "depth news" with build- 
ing actuality into fashion. A few 
realists ailuiit that reality is work- 
ing in a dry syndication market 
where first-run material is at a 
premium. 

Another economic laetor is mini- 



mal production costs in editing old 
film to go with narration and a 
score, or rounding up a camera and 
a handful of technicians for 
location work. Minimum-personnel, 
three-man documentar\' assign- 
ments are on the increase, produc- 
ers say. 

IFolper mnkes tv nnvps 

Besides networks, some inde- 
pendent operators are showing how 
to do a document with showman- 
ship. One producer, Da\'id L. Wol- 
per, single-handedly gave impetus 
to the whole genre in the spring 
of 1961 when bis Race for Space 
for Shulton supplanted network t\- 
programing in spot across the 
country. Following with a string 
of biographical, entertainment and 
sport - slanted documentaries for 
both network and spot, his record 
has become prodigious to the point 
that at least three syndicators are 
selling Wolper wares. He's also on 
NBC TV ^vith IloUyirood and the 
Stars. 

First of six specials b\ Wolper 
and syndicated through United 
Artists Tele\'ision starts on or dur- 
ing the week of 11 Xovember iu 
at least 72 markets. The first-run 
specials, nearly unicpie in syndi- 
cation, ha\'e been sold largeK to 
banks, insurance companies, and 
public utilities. One athertiser. 
Liberty Mutual Insurance, has 
bought half-sponsorship in 24 mar- 
kets, while another, soapmaker 
Fels, will buy tlx^ ,seri(\s in five. 

Titles in the si\ Wolper 1'. \. 
documentaries are "The Yanks are 
Coming," "December 7 — The I)a\ 



of Infamy," "The American \\'onxaij f 
in the Twentieth Century," "Teg 
Seconds that Shook the World," » 
"The Rise and Fall of American 
Communism," and "Berlin, Kaiser 
to Khrushchev.'" 

While those working the doeu- , 
mentary field are mindful of the 
need to keep entertainment \'alue& 
high to please audience and adver- j 
tiser, actualities now look like 'L 
standard non-network tv fare. De- i"^ 
pending on the house, actuality _^ 
can mean from 5% to a third of a 
s\ ndieator"s revenue. ; 

Stations for their part are not 
only customers but heavy contriha- | 
tors to the mounting stockpile ol 
documentary product. They afl* ^ 
finding new sponsor prospects for I , 
factual programs and feeding pro- 
duction mone\' baclc into new pn> 
jeets by sharing the costs. Statioip 
are amortizing costs through regu- 
lar syndication channels and 
through their own clearing house. 
Television Affiliates Corp., created 
by a s\ndieat()r to meet this need. 
Through TAC, stations also are 
banding together for joint produe- 
tion. 

Prodtivtion phis sales 

Several syndicators are zoomiug 
in on documentary production. One 
recent announcement was from Al- 
lied Artists Tele\ ision, oriented tf) 
movies and entertainment, which 
has picked history for its first pi'c^- 
diietion, Tlw Preaidvnts {nvonsoxi. 
21 October). 

S\ ntlieators notable for the re- 
spectfid attention they are gi\ing 
to actuality inehide Official Filnis^ 
Walter Heade-Sterling, Trans-Lu\ 
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Tflfv ixioii. Dt sihi. \ r \. r \ 
ami olluTs. ill .iddition to N lUi 
IMiiis iiiid CHS Films, w liicli ow n 
sonu' \ ('iu'r.il)if propiTlifs sfiiinu 
since l\ u .is \ (iniiii. .uul \BC 1' ilins 
which li.is t.ilk .inci tr.i\ c\. 

One of the hot propt i tifs in 
current s\ ndic.ition is OlFicinl s 
Baltic /.IMC, a lirst-rnn combination 
of 39 filmed half-hours that has 
made its w ay into 109 markets since 
it started this season. Banks, utili- 
ties, foods, and other local and 
regional accounts are sponsoring 
lialllr I AIM' throughout the country, 
inakinu it a natural successor to 
Official's two-season success, Bio- 
lirapJwj I and //. The lesson, says 
Seymour Heed, president of Official, 
is that the actiialit) market is good 
hut only where >ou can produce 
ihows of hettcr-tliaii-netw ork cali- 
ber. Sherman Crinheru. the West 
Coast producer w ho is puttiiii: 
together Balllf Line Irom W orld 
War 11 film with Jim i^ishop nar- 
ration, also worked with W olper 
on Biocrapliij and put together 
(Irralcsl Ilcadliucs of ihe C( n/i/ri/, 
one of several lu \\ s and sportsreel 
collections on the Olficial list. 

The creat faces of Bioaraphy .\ 
filin-plus-Mike Wallace h.i\e filled 
half-hours, won a Peahod) award 
.iiid inspired 52-w t i-k s.iles to banks, 
utilities, bisi nils, insurance, oil. 
pharmacciilic.ils, and chemicals, all 
but hlanketiiiC the country in more 
than lKM) markets. Olficial is uoinu 
.ihead with more plans for actuali- 
ties hilt is reluctant to specif) . 

HWiltcr Ivead-'-Sterlinu w as in 
earl\ on the actualit) trend w ith 
March of Time and Wolner pro- 




(C) Project: Man in Space 

du( tioiis and now has 2(i lioni s >u 
its SpctidI oj ihc Week, with yoal 
oi 39. I II the Sjiicidis are W olper s 
"Hace for Space, " " Project Man in 
Spac e. I lolK w 0( id and sports doc n 
meiitaries plus productions 1)> 
others on koii-Tiki. Rudolph \ al- 
intino, .\lric.m uaine, medicine, 
computers. Little Leauiie champ- 
ions. China, the U.S. I'resideiu \ . 
etc. 

Sdli.'^ farlorv <iri'M iiiiilatiini 

This coiiipaiiN s prt sident .S.iiil 
Tiirell. cut film liiinseli and counts 
the hours in S/xcu// o/ W crk 
\\ ith some satisl.ictioii. since it 
makes the "iantastic" cost of mere li- 
andisiiig worthwhile. Spa iiil now is 
in (H) to 70 markets ninniiiu at iimlit 
w ith spot and local sponsorship 
( .Some ot the show s w < re picked 
np at t iiiie of production in imti.il 
spot and network niiis tor Sliiillon. 
Procter & (.amble. OiiPoiit. TicK 
water Peter Pan bras, and Sc liaeh i 
beer W H-S loiiu-pla\ ( 'ri/s(i(/( in 
ihc Pacifn March o! I line s hall 
liniii %\ ar series has just bi i n l e 
tired .liter u ide si r\ ic« ith a vi« 
to lieu sales prosj>ect\ in tdiica 
tioii.il t\ 

\ coiitiuiiiii'4 mspir.itio!) to h I 
it\ s.ilesineii is the !'nc \ c lopj di i 
Bnt.uiiiic .1 I'llm tabrarx distn 
biited h\ Trans-laix 'leh\!si<Hi 
This sirow mi; collecti .11 itl 1 ill 
hours, iiou in iiior< than ^> in ir- 
k«'ts IS reputed caj^ddt of uii 
liou-dollar t\ ar Staii iis tli if 
|)ii\ lu e-\ c .ir I ibr.u \ c irds ^< t tli< 
scrv u < of ,1 special consult ml uln> 
helps them use the < iic \ c I ilit 
liistoric.il .iiid loj>ual m iti n d \i 



Dead issues come allvo 
in tv documentary wars 

Sifffi^*/* c cli iht hi fof * ff* f« tts 0^?* 
, iiriofi I /irioio/ii.K //> I ( ,f>ifi " 

I ill in mi mini «>' ll" ' <• '/ " 'f " i-» 

ttiilt /<»M ti'iiK tin till III W nh> • 

/{*■()</»,/•«• <l»l " I't '!><<?. il'l Ifiirtnl 
I It I Ktiniiiii null I'll \ f hill I 
iirsi% IJ ?*(»*M lilt ihi 

1(1 ll mill itlii'tt jihit ihi:. • hfii I IK'I 
III ^h•• Hiihiiil Hi"l <M HiKniK I int I •! 
/ll Itiiliirl /iiJ«i< // /.'(>!!• (f iniin i> 
<im/ ll fill, !>•> /i< i ' * ' U II I ■ 

»/>>ii <• tfifi ml null frt <i ll' s(, r/(Fi 
llnl mill lH'irs >> I II « III \ I" mill ll l< I 
hill II ill nil If ill! ll ll t" ml pit I 



tu.iht\ uses -li tils I H hi I ^r\ m 
lllipli<'d III tie(|nrnt i I I M!s 1 . 

Mris troHi news ,tud pulili( ifl iirs 
producers !or sio< k |ssiij«4« 

( )tlier lion fi« tioii III '1 r.uis \ n\ \ 
eat.iloi; is \\ esliiiiilii i!is( Hronk tst 
iiiu's 13 li.dldiouis on '! I < \mi n 
c.iii ( nil W .ir. plus s( n nt < pi • 
Uraiiis. iiiter\ie\\s shows t ii loii 
in. lis, st.ir liobbii s un .it j»<'plc 
jilaces .md e\eiits 

Td/s 1ele\!Moii Mfiliafs s Ciirp 
u.is estabhshetl two y.irs aun js 
an exch.mue f"r st.iSion piochut i\> 
document. ir\ -piibhi .iffairs. .i 1 ) i 
e.il de\ elopment f<n .! p.iren! n lu 
pu)\ .ilreatb deep in rea!il\ !>r > 
Ur.imiiiU. I'ilm .iiid t.ip* ti(l< s no 
the V \C. libr.ir> «l mfirniitiuu 1 
and tiiltiir.il sln>us .in * liml m ' 
,ibo\e the first hinulu d Mn^trni' 

II IS t or v , I n tern at H Mi .i I a ! f ii rs 
SI it iR e .irt s( it i« » et ( i(< 1 IK pr >l > 
leins, child * ir< iiid tra\i 1 i i 'stb. 
half 1 ours hut soim sli rti r i n t 
Ms pro^r ans f i h « i! i s i ■ i ! t 
such .IS 2i ) i III ( in! I I fi I } u 10 
iniiintc se.:in« nts In \\ I W ^ ( i m 

I .lid and tin ( .( s. II Irst !i ti ! I . 
id< i of st. ti> H t »p< r.ii n i! I " -1 
r \C u.is suijj« d ( lit III I i'>^ r 1 
in ll liit< 111. ti< 11 ' I I i < 

\ |sl II r« sti\.|| il IS \< O Is i . ■' 

s! uidni.; n u n i i « [ t 
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Motif clips .spicf up slar bioprapliies iis 
in Ki'ii<leSiertinf;'s ]' (ilvniiuo 1v sperinl 



from the CBS network into syndi- 
cation in 1958. 

Tl)t' grancKtladdy in syndication 
real-life fare is NBC Films' Victonj 
nl Sea, 26 lialf-bours produced by 
the late Henry Salon)on, scored b\ 
Richard Rodgers, and seen in the 
early fifties and again in a 90- 
mimite t\' special on NBC in 1960. 
Victorij has raked in 11 awards, 
has been sold in 186 markets since 
being s\'ndicated in 1953, and still 
is running in 16. 

Talk and Travel 

ABC Films, while offering few 
shows that are documentary in the 
historic-panoramic sense, has a good 
bit of non-fiction in syndication: 
Ghl Talk, Consult Dr. Brothers, 
Exjx'ditioii, lli<j,li Rood, and Exclu- 
sive, all earr\ ing mixed spot busi- 
ness. The Girl Talk sessions with 
Virginia Graham moderating are 
DOW into their second-season cycle 
of daily half-hours. l\s\ cliologist 
Brothers, 195 fi\e-minute shows, 
has been into 80 markets in two 
\ cars. 

Another documentary classic 
from earl\' t\' is Twentieth Centur\'- 
Fox Tele\ ision's Crusade in Europe. 
This old 26-parl, 20-minute series of 
war reels, cued to the Fisenhower 
book, has been on the shelf alter 
saturation Iv i)lay but now TC-1" is 
looking at it with an e\e to new 



l)ossibilitics. TC-F's biographical 
news film did yeoman tv duty as 
40 quarter-hours under the Greatest 
Drama Scries title and now is an 
acti\'e resource in the Mo\'iett)ne 
shop. 

Churchill is ♦^hc subject of a sin- 
gle half-hour special that is one of 
the hottest properties that Sexen 
Arts Associated owns at the mo- 
ment. A hold-for-rclease obituarx 
film, Churchill, Tlie Man by As- 
sociated British Pathe, went into 
30 U.S. markets immediate!)' after 
Se\en Arts started with it this 
month. (The same company is mak- 
ing a commercial thing of instruc- 
tional tv with En France, 26 half- 
hours, now past 60 markets.) 

Selliii}i sextet 

Notable among odd-lot docu- 
mentary sales at the moment is 
United Artists T\''s half-dozen new 
Wolper hours which are in some 70 
markets with soap, automotix e, util- 
ity, department store, financial, gas, 
insurance, and otlier sponsor.ship. 
UA also is selling di.scussion and 
N'ocational shows. 

Not strictly documentary but fac- 
tually oriented straight-talk is doing 
well for National Telefilm Associ- 
ates with the half-hour Probe into 
its second ex ele in 41 markets and 
the two-hour Open End into its 
sixth in 40. The Probe commentary 
b\' Yale scliolar Albert E. Burke, 
winner of a Peabodx' award and a 
big weekly mail draw, is spon.sored 
by hanks, insurance firms, a steel- 
wire company and a mortuary. An- 
other talk show, 39 half-hour Mike 
Wallace Intcrvicics, has been on the 
shelf at NTA but now is coming off 
for updating and new play. 

Station documentary production 
is reaching the market through tra- 
ditional syndication channels as well 
as the newer TAC. \\'ith big-budget 
film specials a standard part of the 
schedule for independent Wl^lX, 
New York, domestic sy ndication by 
Desilu Sales helps balance the books 
on OO-minute e.s.sa\s on Hitler, Cas- 
tro, F\'a Reron, the cold war, the 
l"ar Fast, and other sweeping suh- 
ject.s, the latest documenting dis- 
coN'cry of Antarctica, incorporating 
1910 footage and set for debut on 
\\ PIX in N(x\emher. A .scientific 
half-hour. The Vnicersc by WTMX 
and the Canadian National Film 
Board, has been .seen in 50 markets, 
sometimes twice in one night, since 



it entered last \ ear, attracting regi-' 
onal business from uil, brinks, and 
others, including institutional back- 
ing from a rare textile customeCi 
Desilu has a growing documentary 
collection from di\'erse sources and 
is selling medical and tra\"el im- 
tiues along with standard fictiomtl 
entertainment, and has just secured 
a newsreel series from Canada, 13 
half-hours titled "A Nation at War,'' 

Bill Burrud Productions is doing 
brisk business in tra\'el shows, with 
some 2,500 color reels in a handful 
of fi\'e-to-sixt\' minute programs 
going in up to 70 markets. Titles in- 
clude True Adventure, Vagabond, 
Treosnre, and 13 new hours coming 
from B&J Productions ( Burrud and 
\'ictor Jory). 

The Metromedia, Corinthian,, 
Storer, Time-Life, Triangle, and 
W'estinghotise station groups all are 
activeh' adding to doeumentafy- 
public affairs and other non-fiction 
work on the air. One recent addi- 
tion to an impressi\'e list Westing- 
house's Group W stations ba\'e been 
cataloging makes nse of the okltSSl 
kind of pictorial doeunientati'an^. 
paintings, and is timed in news- 
length segments of 5 minutes^ tott- 
ing 15. 

Material for nil apips 

America: The Artist's Eye, blend- 
ing art and bistorj', has just slftTtei 
into sx iidicatioil, aided b\' an Inter- 
natioilal Film and Tele\'ision Wmt^- 
\'al award. The doe^imentation by 
art takes Group W iTroduction, a 
step be\ ond tht' use it made of atill 
ph()tograph>' b)- Matthew Brady f» 
The American Civil War. (The 
same grtnip has in s\'ndicatiit?n, Imth 
free and piutl, a broad range af 
public affairs, religious, cultural and 
edneational fevre for all itges, itife 
eluding 10 Intertel tri-nation docu- 
mentarx hdins now iirto a second 
cycle for commercial and educa- 
tional stations. ) 

These are but random reels in A 
world supply of documentation ae- 
eumulating dailx^ ThtH' leaN c^ out erf 
account thou.sands of boirrs of 
sports, talk, factual 4ich enture, ani- 
mal, N'oeational, and instructiGiial 
shows doing c()mnTereial duty ifl 
syndication now and througli the 
\ears in U.S. teknision. Taken 
togedier, they are prox ing that n«n- 
network-eampaign adxertisers like 
tl)e look of realitx * 
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Net tv in '64 for 

N3shville country show 



\\\ Don l\\ 1 1 \it;)s()\ Sit. 
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HIS (OMiNc. wiikiM) m X.isli- 

\illf, \\ llCll pill \ f \ (MS ol tllf 

product u.itlirr 3000 sti oiiii foi tlu ir 
3.Htli l)irtli(l.i\ (clfhr.itiDii ol W SM's 
Crtiiul ()/r ( )/»>(/. .ill else u ill |)l.i\ 
scvoiiil fiddle to spec III. ilioii on .1 
possiblr lu'tw ork t\ series of "re.il 
eomitrv " eiitert.iinineiit. Stieli t.ilk is 
llic stiill dre.iins ;ire iii;ide ol lor the 
piekers. pertenters piiblisliers and 
reeorilinn oliiei.ils who li.iv e heeii 
luniiited sinee the mid- iUoO s l)\ the 
niuhtniiire of Xaslnille s pre\ ions 
netu ork oriuin;itioii. 



I lie low II w oiild s'-c III SI I '1 
n.iliu.il lor .1 SI rii-s ol ils own 1 1 is 
home I i.ise lor the lirelid.i Lres. die 
I'.tUK \rnt lids, die ( loiisin Minnie 
I'e.n Is who Imii np with me.minu- 
liil refill. irilN on the top show s 
prodneed on both co;i\ts. The re- 
eordiin; stndii >s ol \.isli\ ille, one 
ow lied 1)\ .1 sister of N IK '. .md die 
other l)\ .1 siihsidi.irv ol (!HS, inn 
round the eloek to .u ( 01111110(1. ite 
the likes of Teres. I Hrew ei, U.i\ 
( ili.irles. Cloimie I'r.iiieis .md linri 
i\ es, w ho iniiilit he re.idiK .Kcessi- 
hle ijnest-st.ir I odder lor ueekK l\ 
Iron) I Cimessee. 



As 3.000 trade people 
gather this week in 
Nashville for 'Opry's' 
38th birthday, specula- 
tion grows at prospect 
of '64 net tv country 
show 




Three to four thousand paying patrons gather in Nashville's Ryman Auditorium each week for 4' 2 hour radio tv show. Grand Ole Opry' 
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License renewal and sales talks featyred 

W'SM, Naslnille's Grand OJc Opnj celebnitcs its 3Stli birth- 
day this week witli a round of panel discussions, recording ses- 
sions and receptions, trade press awards, a star-studded Grand 
Olc Oprij show and nxore. Of particular interest are the roinid- | 
table discussions on license renewal and sales and programing. 

The broadcast license renewal panel will be a summary 
of the license renewal conference sponsored by WSM and 
held at the Uni\'ersity of Tennessee on 22 and 23 October. 
Robert E. Cooper, WSM general manager, moderator on both 
occasions. The sales discussion, will be moderated by W SM 
commercial manager, Len Ilensel, with participating panel 
members: Joseph II. Ejistcin, Jr., e.xccutive vice president. 
Walker Saussy Ad\crtising; James Faszholz, broadcast pro- 
gram department, Gardner Advertising; Dan Scully, Leo 
Burnett, Kellogg account e.\ecuti\e, and Cohen Williams, 
president, Martha White Mills. Some of the topics to be dis- 
cussed are: How to sell country music to Madison and Michi- 
gan A\'enucs. Why haw advertisers bought country music? 
How did the agency sell the client? Li\e \'s. canned com- 
mercials. Describe and discuss a country music listener as op- 
posed to a regular radio listener. Also, it is hoped that the 
Kellogg people, who spent heavily in country music this past 
year, (Beverly Hillbillies, Homer & Jetbro commercials, etc.) 
will tell the results of their success story and re\ cal their plans 
for next year. Hensel states happily that "because of the panels 
held last year, and a constant increase in the country music 
Geld more agency and client jieoplc are attending this year 
than e\'cr before. We expect over 100 representatives and many 
arc top agency men." 

Chuck Bernard, Country Music Network president, in New 
York reports, "more and more national advertisers are swinging 
to cc)unlr\' music stations." 



Production-wise, those who man- 
age and book Xasb\ ille talent have 
the showcasing sa\'\'y to put to- 
gether personal appearance pack- 
ages capable of attracting 25,000 
persons for a single day's stagings 
in Detroit's Cobo Hall and 12,000 
for a lone performance at Milwau- 
kee's County Stadium; one local 
agency sets 3500 such in-person en- 
gagements a year. 

Nashville's most articulate spokes- 
men employ explosive terms in an- 
swering why their tow n has no net- 
work exposure. If, in fact, their 
words were transformed into Nike 
missies, virtually all of Manhattan's 
network -agency -client communil\ 
would be in panicky retreat to t he- 
nearest Civil Defense shelter. 

"The people who say yes or no 
on shows are afraid for control of 
what goes on the air to he any fur- 
ther out of reach than a fift\-cent 
cab ride across town," zeroes in 
Dub Albritton, personal manager 
for the past six years of $3()(),00()-a- 
year Brenda Lee and a country 
music veteran of 26 years. 

"New York \icws Nash\'ille music 
as appealing to a minority group," 
says Owen Bradley, the Decca e\- 
ccuti\'e who has seen the bits he 
produces with Brenda Lee, Burl 
Ives, Red Foley and others sell to 
a cross section of America. 

"Madison A\'Cnuc resents us, 
fires Wesley Rose, whose Acuff- 
Hose Publications is annually BMl's 
biggest grossing number. "People 
down here arc so unschooled in the 
wa\ s of the world tlve\ don't know 
it's hard to do something inrpartant. 
That sort of attitude is just too rnj- 
conxplicatcd and unsophisticated for 
the mighty minds back East to coiu^ 
prebend." 

Albritton aims another salvo: 
"Time and again country music 
proved it can sell merchandise on a 
lower show budget. So, how come 
it's o\ erlookcd — snubbed would be 
a better word — by those with the 
supposed first-and-foremost inter- 
est in sclliivg? Because there arc 
more fashionable things fqr ;i spon- 
sor to be assQciated wiUi than a 
kind of entertainment called coun- 
tr\'. Let's not kid ourselves, what 
the sponsor's wife thinks can make 
the difTerencc." 

TemporariJy interrupting the Mil- 
leys sighted across the SuKjkft's to^ 
ward the Hudson, WSM general 
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manager Robert E. Cooper prods 
his feUow towusinen lo do a bit of 
self-exaniiuation. "We hd)or under 
the handicap of the word 'country'," 
tenchng to indicate to the ad\'ertis- 
iusz; industry that it will sell farm 




Cooper Kosc 



tractors but not toilet tissue, soap 
or shoes. 

Nodding agreement. Hose adds, 
"If the law forced us to print on our 
product. This is a country song,' 
there are those who'd see that what 
comes out of Nashville would have 
to be sold under the counter like a 
party record, iiut because we get 
our country material recorded by 
talent like Patti Page, Tony Bennett 
and Hosemary- Clooney, it is sung 
on the biggest network shows, 
whose producers wouldn't think of 
being disloyal to Tin Pan Alley." 

In the manner said to ha\'e been 
originally popularized by Liheracc, 
\y. \L. "Luck\ " Moellcr cries all the 
way to the bank over the lack of 
weekly television for the 40 acts 
represented by the jim Denny Ar- 
tist Bureau, where he ser\'es as c\- 
ecuti\e \ ice president and general 
manager. "The onl\' times I've sold 
to tv is when a New York agent 
called. It's far too much work for 
the disappointing results it yields." 

Moeller sa\'s that the network 
producer, faced with the problem 
of how to present a country-made 
star, reacts much like the record 
company which recently packagcxl 
an LP of country classics by Dean 
Martin and fell constrained to bill 
him on the album's co\'er as "Dean 
(7'('x) Martin," with a color photo 
of the singer in a cowboy Stetson 
and red bandana. "Networks and 
agencies are afraid lo e\ en try pre- 
senting country artists aiuniore," 
the talent handler adds, "thanks to 
the stupid nn'slakes oi those who'\'e 
tried before." And if that indict- 
ment reflects upon Nash\ille's own 
C.rand Olc Opnj, whose 6()-miuule 
Purina show lasted for one year of 



once - monthly outings, Moeller 
avows that he intends no exclusion. 

"Helen Traubcl was one of their 
guest stars," recalls Wes Rose. 

In defense of the Opnj, W'SM's 
Cooper explains, "Sponsors arc in- 
sistent on one big name to hang 
their hat on, and we'\'e always 
wanted to promote the .*;how as a 
whole." In. the course of a Satur- 
da\' nights Opry on radio — 
throughout tlu> 38 years which will 
be happy-birthday'd in conjunction 
with this weekend's Festival — as 
many as 10 different stars headline 
the quarter and half hours into 
which the overall show is segment- 
ed. All submerge their individual 
identities into one Opry melting 
pot, \ct from the program have 
come the winner.s of such particu- 
larly wide acceptance as Hank Wil- 
liams and Eddy Arnold. 

Arnold, surely one of the few 
names to have any substantial mea- 
sure of real meaning for the net- 
works, agencies and sponsors, main- 
tains staunch loyalty to Nashville 
while being managed for much of 
the past decade by a New Yorker. 
"If there was ever a good tinre for 
Nashville to make its bid," Eddy be- 
lieves, "its now, when folk music 
looms so big. Country and folk are 
almost like brother and sister." The 
enduringly popular Arnold, whose 
onstage-offstage demeanor belies 
the "Tennessee Plowboy'" labels 
created for him in 1945 1)> his first 
nxauager. Col. Tom Parker, has re- 




Mocllci Arnold 



cently taped a Dec. 7 guest spot for 
Uoolcnanny and will likely do a 
folk arrangement on his Now 10 Ed 
Siilliraii Show appearance. 

Is Iloolciianiiy usurping Nash- 
\illes prerogative? "Looks to me," 
obserws Rose, "like Cniiid Olc 
Opry with a studio audience of 
college kids brought in to a^oid the 
stigma of nothing but l)ar(>fool hill- 
billies liking our kind of music." 
And IlootciKiiiiiy might well be a 



carbon of the Opry on some occa- 
sions; its iiroducers indicate an ob- 
\ious fascination for Opr(/-spawned 
acts like the Carter FamiK' and 
Mother Ma\-belle and the team of 
Flatt and Scruggs. 




Hradley Gay 



"Flatt and Scruggs," says Moeller, 
"ha\'e been among the top nxoney 
acts for years as country stars, but 
with the boom in folk niusic the 
self-proclaimed Big Time has now 
disc()\'ered them. The\' played Car- 
negie Hall and New York discov- 
ered them, the\' pla\cd the Holly- 
wood iiowl and Hollywootl discov- 
cred them. 

"I wouldn't blame Lester (Flatt) 
and Earl (Scruggs)," he grins, "if 
they're left pretty unimpressed b\' 
this new wa\ e of recognition." 

Charlie Lanrb, the diminuiti\e 
publisher whose se\'en-year-old» 
Nashville-headquartered Music Rc- 
porlcr is the trade paper best mir- 
roring the town's attitudes, ad- 
vanced the thcor\ diat the road- 
block between Naslnille and net- 
work tele\'isron may not be its corn- 
ball image (or spectre) at all. "I 
don't think the right man has yet 
conre along lo sell country music," 
Lamb puts it. 

Decca e\ccuti\ e Bradle\ , w ith 23 
years on the local radio-and-record- 
ing scene and a country-miisic-built 
bank account to fiualify him for at 
least a tie for the title of his field's 
keenest observer, shared Lamb's 
theory. "If I knew how to sell a 
Nasln ille show, I'd be up there do- 
ing it right now ." 

But the right -man -hasn't -come - 
ahmg theory was adxanced bef()re 
one Connie B. Cuy proclaimed a 
few weeks ago his ability lo put 
Music City U.S.A. on thx-' U.S.A.'s 
weckb' lele\isiori schedule — arid 
since that proclamation all Nash- 
\ille has adopted the time-honored 
courtes\' of a wait-and-see attitude. 

Ca\-*s eouiitr\- cni'dentials ar(> well 
known in the city wherx' he took up 
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rrsidciK (• in mi(l-S«'|)l( iiiluT \s illi 
the piiicliasr ol j Sl.lOjMM) limiii-. 
W'liilf oprr.itiii'^ W'C \V. \i liiiuton. 
\'a.. (UK- ol sc\ t il Nt.itiems lie l.itrr 
oNMiftl, lie spotffd a \ uiiimsttT pla\- 
iiiii atcnrdinii and tloinij tonicdv 
in a W'aslnnuton. I ) ('.. lionk\ lonk, 
took tlic lad trt'sli Ironi the \ir 
l-'ortc and sold liini to \\\l\L-'r\' 
as Iri'adlinrr ol a ( •,\\ -pi odnc td 
jitninij Drttn Slioir. 'I'lu- prouiani, 
with till- addition of more ( ".a\ - 
scoiiti'd talrnt. snhscqnriitK ino\ cd 
into ("HS 'r\' s siyn-on slot. 

.Sa \ s lu'. "W'lit n the pcoplf doin'i 
tin* actnal proilnttion insistt'd on 
.slia\ inu olf tlic r\ t-hrows ol 
(•onntr\ nuisir hanti and draw inu; on 
pn'tl) little arilu's witli a prntil. 
then ht'ijan dcsi<jninu f \ »t\ set to 
rcsiMnlilf one \ icw or anotlu r of tin* 
.Manhattan sk\ lino and worked in 
danci rs uoarinu lonii I'lack inuU'r- 
wi-ar — well, that s when 1 took oil. 
they took over, and sonic dollar 
hills chan<4»'d hands. " 

Cay. how i\ cr. retained Jininn 
Deans personal employment eon- 
traet. \\ hen Dean asked ont w ith 
se\ea years to go. a fiunre w as 
auri'ed npon and tin* resnit, as Ga\ 
phrases it. is that "I still hear from 
Jimmy e\er\ M()nda\ morning. 

Mai k in W ashington they remem- 
her Connie B. C^i\ more lor his 
nnion activits than his lirimiin^ ol 
a network television oriiiination to 
their eit\ . I le pro\ I'tl that e\ en a 
prosperons station ow ner can he 
s\ mpathetie w ith an eniphnee 
strik«' and in.ide page one of the 
capital s papers. As a eonscientions 
Ain"H.\ member, (amnic arrived to 
do his assiuiM'il tnrn on picket dntv 
at a coiupetinu station, stcppimz to 
the curl) — "I'nfair" siun in liaiul — 
from his black, chanllenred ('adil- 
l.ie limonsine. 

Is Ca\ to he the "riiiht man" it 
t.ikes to sell .1 lu tw ork series? I'nh- 
lished storii's resnltin'4 from his 20 
September pn-ss conference sa\ 
hell ha\e a Xaslnille origin. ition — 
■'live-on-tape and ma\be in color " 
— on the air b\ "sometime in 196 T 
I'lirtlur, C.iN is (piotcd. he has .i 
"h.mclsh.ike aiireement" with ont- 
network to do the show . 

hOr .ill the frnstr.itions e\id<*nt 
anionn thost- wlio h.ne lonued for. 
and worked for .i eomitr\ t\ show 
over the \ e.irs. a newcomer is m.ik- 
inu it look e\ er so e.isiK .icconi- 
plishetl. i0f 




C.Ditihiitini: « CimliUn hn lulu- Clulti-r. i//i.>i >•. ,iri- < I In r Hu Itnr.l \l„.4.ill „> ■ 
iDiiiit M/;n'f I I Ml/- III iiirtvio . ('ill, III til, I itrLin \ S, </.■//<•/. I nn Kif i Mikf 
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B/4 Bows — in broadcast only 



.\ new iironp ol .nitomobile engine 
additiM's is cnrrenth being tntro- 
dnc«'d in 12 ni.irkets aronnd the 
conntr\ \ i.i radio and t\ spot e\- 
ilnsi\ cly. 

B 1 Labs. Indi.m.ipolis. makers 
ol \ ab i- aid. oil conditioner, top oil. 
and carbnretor cleaner, chose t\ be- 
canse ol its "demonstratix e <piali- 
tics. A spokesni.m at B I s agenc\ . 
CakK\ell. Larkin & .Siilener-\'.m 
Bi|>er, stressing t\ s clfec ti\ eness in 
this product category, s.iid lie 
thoniiht engine additi\ es w ere sold 
almost e\chisi\ el\ on tw 1 le added 
expi-rienct- has shown sneb pro- 
dncts s.iles "direetb proportion.il 
to tlic .ul\ frtisinii expeiulitm c." 

Ten-. 20- and fi'O-second t\ .in 



noiiiK ( iiiciits, shot In I diii in.ikrrs 
of ( !liic,i'4o. are st licduletl ni 1 1 
markets w ith .i Iretpii lu \ of It)- 1 1 
per week p« r mark< t B.itlio spots 
a\riaiie 20 .i week in rath ns.irkri 
The 12-market bn% is firsn for Ih 
Weeks. Distribution .iiid .ubertisin.; 
will be exp.nidetl until ii.ition il 
m.irketiim .mil .i«b < rtisiim patt< nis 
.ire completed next sprnm 

Both t\ .111(1 radio .iiinomu eim nts 
.ue beiiiii diretted to the m.ile .mdi 
eiic«*. vvitii lie.n \ stress m on 
s])orts pronr.ims. p.irtuiilirK on 
\i<ektiids. .iiid in r.ulKs Snw.ird 
drners tr.i'*.« iiiiil m rush hour tr.illi< 

1 he I'llm-iiiakt rs (tMiimirMiK 
were prtHlmetl al .i tnst cf .iboiit 
.S15.(MM) e.iih 




MacGlil (I), checks B/4 with Edward Katz. Film makers chairman, and Scheurle r 
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Ads for new prodiJicts 
are spot tv mainstay 

Retry study attributes $116-mil. gain in '59-62 
to commercials used for launching packaged goods 



Spot tv is U. S. industry's number 
one launching pad for new pack- 
aged goods products, with some $51 
milhon spent in the medium by ad- 
vertii>ers in 1962 to propel new pro- 
ducts in the food, drug, cosmetic- 
toiletry, and laundry fields — fields 
which together account for 80% of 
all new product entries. 

In a news report by Edward 
Petry & Co., the $116 million gain 
in spot tv volume between 1959 and 
1962 is attributed mainly to new 
product advertising. The 10 biggest 
advertisers of grocery, drug, and 
cosmetic brands, all new-product 
conscious, increased their expendi- 
tures in spot tv by 60% in the three- 
year period between '59-'62 while 
their overall measured media ex- 
penditures increased onlv about 
18%. 

The $69.5 million gain in spot tv 
expenditures by these advertisers 
was more than double the network 
tv gain of $29.8 million. Magazines 



scored a $700,000 boost in the same 
period, while newspapers lost $19 
million. 

In 1962, these 10 new-product 
conscious advertisers were market- 
ing 140 brands introduced since 
1959. The new entries of the top 10 
exceeded the combined total of new 
brands offered b\' the next 40 big- 
gest advertisers of grocery, drug, 
and cosmetic products. 

In the three-N'ear period, Procter 
& Gamble introduced 18 new 
brands. The other nine, and their 
number of new entries, arc General 
Foods (16); American Home Pro- 
ducts (17); Lever Bros. (18); Bris- 
tol-Myers (13); Colgate Palmolive 
(20); General Mills (16); Campbell 
Soup (7); Alberto-Culver (10); 
and Kellogg (5). 

The next 40 leading manufac- 
turers of products in these categor- 
ies introduced 128 new products 
between them in the same three- 
year span. 



The spot tv expenditures of tlvo 
top 10 increased along with theit 
new product rate. The largest spot 
tv gain was jYtdde by Alberto-Cul- 
\'er, which jumped its spot expeiidi^ 
tures 22% betAvecn '59-'62. 

General Mills was close behind 
with a spot increase of 21%. Camp- 
bell jumped 19% in spot o\ er the 
three-year period, while Colgate 
increased 17%. 

Bct\\'een 80% and 100% of the 
1962 spot tv expenditures of John- 
son & Johnson, Menley & James, 
Pfizer. Heinz, Shulton, Aerosol 
Corp., Armstrong Cork, and J. Neb 
son Prewitt were in support of new 
products. 

Forty percent of the total spot tv 
growth in tlie past three \'ears is 
credited to 21 new brands, which 
together spent more than $40 mil- 
lion in 1962. The\' are VO-5 hair 
spra\'; VO-5 shampoo; Excedrin; 
Red Kettle soups; Ajax liquid deter- 
gent; Baggies; Dynamo; Colgate 
Fluoride toothpaste; Soaky; Knon- 
Soups; One Step Wax; Matey? 
Micrin; \'im; Contae; Crisco Oil; 
DowTi)-; Puffs; Salvo; Tri-Span; and 
Thrill detergent. 

The I^etr)' rejiort examines \'ari- 
ous spot tv strategies, noting the 
absence of a "single formula for 
successful new product introduc- 
tion \ia spot tv." Strategy depends,^ 
most often, on the categor\' of pro- 
duct and the competitive marketing; 
situation. Some brands are tested 
for long periods of time in a small 
number of markets, while Others 
make their dubuts simultaneously 
in many different areas. 

Bri.stol - Myers' Excedriu, thp 
study points out, was tested in the; 
midwest for two years before its 
national introduction, while Xlen- 
le>' & James' Contae, compctittg 
with other long-action cold reme- 
dies such as Tri-Span, bowed in 51 
markets in 33 states. 

Matey began with a test cam^ 
paign in the south and expanded 
rcgionalh' o\cr a two-year period, 
while competitive Soak\' kicked oH 
in 70 markets. Knorr and Bed Ket- 
tle, trying for the soup, mix market, 
used similar market list, but KnoiT 
employed a hea\ier nighttime 
schedule while Red Kettle med 
more daytime emphasis. 

\V'hnt's the outlook for continued 
grow th in spot tv? Good, say s Prtiy- 
During the first six months of this 



Airquipt in Christmas drive 





I 



II 



James II. Roscnficld, inarkcliuR director of Aireciuipt Co. (1). lells NBC 
T\''s Johnny Car.son and announcer Ki\ McMaluni about tlic finn's line 
of .slide projectors. Airecjiiipt, whose canipainn hegan on (Larson's "To- 
night" show 27 September, will be ad\ertised throush 20 Decendjer 



SO 
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Wiir, I (>."» new entries lin-amc ,ic- 
livr ill tli(> Hicdiiiin. Sev cii ol the 
coinp. lilies iiilrncliuMiiii hr.iiiils in 
1903 li.ne three oi iiKire ch-hiit pro- 
(hiets each. 

The\ are \iiH'riean (Aanainid 
( \l\ stie. Hiiii iiie Starc h Xo 

\h)r); Onl^ale ( (^lenpatra and 
(aidih'ss soaps, Deriiiassaue, TicK 
Tov .s ) , I k'h'iie (Iiirlis ( Hriiiht hh-a. 
Qihir Ivsseiiee. l-'ii-'/il. Secure). 
Dow ( heiiiical ( How paii ( hass 
Bar. I hi(i(h sandwich haus. Dow 
i)\ en sh'aner), I ,e\ ei (Clinic and 
l)o\e shampoos; M\acl (h'term-iil. 
( aihh ii I .adle iliimers ); I'hihp \loi 
ris (Saraloua. I'axtoii. I'ersoiiiia 
hhlch's), and Texise ((]are hqiiid 
hirach. BhisI oil hiihhle hath. I'iiie 
ail, 1 ^aiiiidr\ I' "hill ^ . 



Chicago ad chief hits 
actors doing spiels 

\ (^hicai^d acKertisinu; aueiicx chief 
has t.ikrn rxccpcicn to ai tors doiii«4 
l\ c'omincrrial.s. slatinu: "It's a 
shame to take tliat revenue au a\ 
from |Ih» professional announcers 
or others who could (pialifv and 
need the work, while the million- 
aires pile 11]) another million from 
the oriuin.il and tlx- n-sidiials. " 
which, he adtlcd. arc "another (n il 
of the industry ." 

Lro P. Holt. Jr.. head of the 
0j5cncy brarini: his name, claims: 
"%Io.st of those actors arent am 
tjdod for commercials. aii\ wa\ — lis- 
ten to ini.sli-miisli, shriekinix HckK 
Coodman, IFermione Cinuold. \r- 
Inie I'Vaiicis, rt al. The well-know n 
artor.s don't inspire ronfichmee in 
the product, (alkinu o\er the air 
for a fee." 

"Dors ICdward C. Hohiiison .sell 
oofTci'?** Molt asked, "or Art I ank- 
le! ter induce one to drink Coca- 
Cola, or is it IVpsi-C'ola or Hov al 
Crown Cola . . , we don't reineinhcr. 
The actors tlicin.sehes lose diiiiiit\ 
as they did when they sold their 
names for fake testimonials. We are 
rigidly opposed to actors doinu t\ 
enmnierrials." he stressed 

Kellogg - Mattel link 

The Kelloce Co. and toy inaniifar- 
turcr Mattel ha\ e hemm a joint pro- 
motional campaign featnrinn Mat- 
tel's Barbie teenage fashion model 
doll. A free Barbie Magazine, an 
itntngraphed picture of Barbie, and 



meiiiherslnp apjilu at ion fui tli« Bar 
bie I 'an ( hib, will he olftxd lor 
one l)o\ lop from a kril. iu,g's ( uni 
I'l.ikes package. In .iddiliou the 
proiiiol ion oilers a Mattel Hook o| 
Canies and l'n//les in e\( liaiige for 
a ('orii I'lakes l)o\ ttip aii<l .3( )^ \|so 
featured is a presenlalion ol Wu -l "• 
l''oi in. Matlel s new iii.ik<*-and-|)la\ 
\ aciiinn molding lov . 

Kellogg's IS proiiiol ing the li.irliir 
I 'a 1 1 (^lul) package ofler on its net- 
work and spot l\ coiiimitmeiits with 
the use of special one-niiniite coin- 
iiiercials 



Miller heads broadcast 
merchandising at RCA 

\ndron M. .Miller has heeu named 
maiiauei . hroade.isl mer< li.mdising 
a 11 d W e s t 



JACKSON . MISSISSIPPI 
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CoasI opera- 
tions foi RC.\ 
Broadcast and 
( • o III III II II i - 
ea lions Prod- 
in ts I) i \ is i ou. 
Miller, whose 
new lieadqii.ir- 
t !• I s a r e in 
( "anuleii. \ J., 
u ill continiH> to 



he respousihie lor the Divisions 
Film Recording and West Coast 
Operations lacilil\ at Bin hank. 
Miller joined RC \" in 1 9.") I as field 
represenlati\ c for iiiohile radio and 
iiiiciciwav »' eommiinicalions eipiip- 
iiunl, later hecaine inanauer of ra- 
dio broadcast equipment field sales 
I II 1960, he hecaine manager. South- 
ern I' ield Sales. Broadcast and Tele- 
\ ision ICcpiipineiit. I !<• succeeds M. 
\. Trainer, who has heeu named 
manager, international liaison and 
customer relations, for the Broad- 
east and Coinmiiiiieatious Products 
Di\ ision. 

West'hse $6 - mil. buy 

CBS T\* hillings got a siihstaiilial 
shot in the arm from Westinghoiisf 
Klertrie Corp. ( Mc Caiin-I '.rickson , 
which signed for participation in a 
uiiinher of news and entertainiiK nl 
programs in 1961 

The 52-wcek contract calls for 
p.irlicipalioii in CBS Ia mini: V« u s 
1/ ;■/// Walter Croitkile. C/IS MuUlatj 
Sens with Hol>eri Troul, ami C/I.N 
Saturday Se\rs u ith HolM rt Trout 
In addition. West inuhonse li.i s 
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I Honolulu bank great shakes as advertiser 




Sheridan D. Rcid (I), prog, dir. of KGMB-TV (Honolulu), congratulates 
Marry Endo of Honolulu Savings & Loan for winning station's initial 
"Tv Commereial of the Month" award, for singing spot featuring girls 
employed by the bank. The awards have been established "to eneour- 
age better production and imagination" in field of broadcast advertising 



picked up minutes in the Morning 
Minute Plan and participation in 
CJironicIc and .sc\'eral of the net- 
work's nighttime dramatic pro- 
grams. 

The buy is estimated to he worth 
in the neighborliood of $6 million. 



NEWS NOTES 



Coffee Growers go network: The 
first network plunge has been taken 
by The National Fcderntion of 
Coffee Growers of Colombia 
(Doyle Dane Bcrnbach). Buy calls 
for multiple participations week])- 
on NBC TV's Today and T onight 
shows, starting in January and 
spanning a 52-\\eek period. The 
familiar Colombian FedcMation 
"spokesman," Juan \';ddez, has been 
widely circulated on the spot tele- 
\'ision circuit. 

Sylvania steps up ad push: The 
General Telephone & Electronics 
subsidiary has added 25'?f to its $1 
million fall ad\ertising campaign 
on home entertainment products. 
Magazines are beneficiaries of this 
increase, with double page spreads 
in color .sebcduled for the last week 
in No\ember and the first week in 
December. The entire fall cam- 
l)aign is concent ratcMl in a three- 



month period which started early 
this month. During this period, 
there will be at least one ad each 
week in a major magazine, supple- 
mented by spot radio, trade adver- 
tising, and insertions in regional 
newspapers. During the first se\'en 
months of 1963, factory unit sales 
of stereo hi-fi sets were 30% ahead 
and tv unit sales were 169c ahead 
of the same 1962 period. 

Atlantic award: The U. S. Weather 
Bureau has cited the Atlantic Re- 
fining Co. "for outstanding contri- 
butions to the public welfare" 
through a network of t\' weather- 
cast sponsorship in 36 eastern cities. 

Gulf in New England for Giants: 
Gulf Solar Fleat and Gulf tires have 
signed to co-sponsor New York 
Football Giants games in New Eng- 
land on 32 stations of the Yankee 
Network. The broadcasts of the 
games originate at WNEW, New- 
York, and are carried in New York 
State by the Iv\ Broadcasting Co. 
Gulf's agency is Young & Ridiicam. 

,\Iid-Atlantie network: Carling 
Br(»wing has organized a network 
of radio and t\' stations in .Ninry- 
land, Washington, D. G, and 
Southern Penn.sylvania, on which 
it will sponsor the basketball games 
of the Baltimore Ibillets. \\'jZ-T\\ 



Baltimore, and WBOC-T\\ Sate- 
biir\', Md., will televise 13 of tlft 
games, and 11 radio stations will 
carry between^ 50 and 70 games 
each. 



NEWSMAKERS 



Edcar M. Jones to executive sec- 
retary of the American Record Xfer- 
chants and Distributors Assn. 

BuHTox B. Hughes to director o| 
advertising and merchandising ft|f 
Hans Holterbosch, U. S. importers 
of Lowenbrau Beer. He was with 
\Vm. Underwood Co. 

JOllX R. O'COXNELL, Jr, to xPg*- 
onal public relations manager foj 
Reynolds Metals Company, Ne^y 
York. William B. Mead to the sam* 
post in Chicago, O'Connell was 
editor of E & M J ^sletal and :\lin- 
eral Markets. 

Aubrey A. PinLUPS; Joe Bryxsj 
Hexjamix F. Steed; Glex E. Goi b- 
EX; Gi.Ex W. Jensex; Raymoxd L. 
Klotz; Emil T. Xull to ma'keting 
managers for American Bakeries 
Co. 

Enwix Berxsteix to director of 
marketing of TNT Electronics, sitb* 
sidiary of Theatre Network Tele- 
\'ision. He was with Emerson Raidio 
and Bendi.x Radio. 

Wexdeu. C. Mohhisox to chief 
engi'.eer for Radio Corporation 
America's Broadcast and Coniniurti' 
( ations Products Division. 

Josef B. Rosexberg resigns m 
production vice president of Broad- 
cast Ad\ertisers Reports. He will 
return to the creative side of adv-er- 
tising and promotion, 

J. F. DoNXKLLY, Jr. to chairman 
of the Advertising Committee of 
the National Liqiud Peholeuna Gas 
Assn.-Market Dex'elopnient Couo- 
eil. He succeeds E. A. NasiIj \icp 
president of Norge Sales Corp. 
Donnelly is manager of advertifS- 
ing and sales promoticjn for A. 
Smith Consumer Products of Illin- 
ois. 

Au BEn S. Gussi.x to the Magjip- 
\ ox Coaipan>" as vice president for 
marketing r\'ices. He ^\'as director 
of ad\'ertising. sales promotion and 
store planning for Karastau RirS 
Mills. 

W'lLUAM T. ELLiorr to directw 
()f marketing for Schmidt's of Phib- 
dclphiit. He was with the Jaft 
5ehlitz Brewinu Go.. J^lilvvajiAec. 
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AGENCIES 

A&S tests new metttod 
for mass media study 

'Latent behavior function' concept explained 
at Hamburg IMFC meet by Audits & Surveys Co. 



A I'm IS i\ SniMAs (,'(). is- c-m ifiitK 
tfstiiiii a new and possibly iiioif 
cHirifiit iiu'tliod lor the (Ictcniiiiia- 
tioii (il till' "latent hfliavior fiiiic-- 
tion of .1 mass mrdiiim, acfordiiiu 
to f\t'f \.p. LivsttT H. Fraiikcl. In 
iiitrodiiciiit; tin* roiifrpt at tiir in- 
trniatioiial Marketing Ft'dnatioii 
Coiili'i fiict' last wi'fk ill 1 lainhmu, 
lie .said "LBf' is an imdi'rK inv; dis- 
trihiitioii wliirli (K'tiMiiiiiics how 
111.111% pcoplf and uliat kinds ol 
people become e\posetl to a mass 
medium and ascertains what f re- 
(|ireiicy. 

If the hiteiit bel ia\ ior functions 
are known for all mass nietli.i, 
Frankel pointed out. then an ad\ t-r- 
tiser can arrange a schedule in 
Mich a manner as to obtain optiinmn 
reach and freqnencv within his tar- 
yet market ^ronjjs. 

The new method, he said, as op- 



posed to the tinie-i-onsummii teth 
ni(|ii(* of beha\ ioi al observ atnui 
entails direct (piestionini: ol a i)op 
Illation sample and a dir< i t estiiiia 
tion of the LBiv lie told the ll.iiii 
biirii U-itheriiiu that this t\ pe ol 
study iinoKes the use of a scaling 
ti-chiiicpie so tli.it e.icli respoiideiit 
positions his probability of bein<4 
exposed to the medimii on .m I I- 
point scale. The aiigrei^ate of tlu-se 
responses — corn-cted to .lUow foi 
variances due to s.iniplimi .md re- 
sponse error — determines the I .HI" 

I'rankel s.iid that although the 
direct estimation metluKl appe.us 
to he theoretic-.ilK sound and cap- 
able of execution, it is still beinu 
researched and refined b\ his firm. 

lie disclosed the LHF concept 
while eallinii for marketers to t;.iin 
a deeper iiiulerst.indinu of the char- 
acteristics of mass connmmic.ition 



Wyatt, Allen & Ryan absorbs Williams 




Fin.'ili/iiiR tlctnih of their iiu-r^er .ire (1-r) J;uk \V>.Ttt, prfsidenl of 
N\>.Ttt, .MIiMi \- H>;iii; l)u\:ill Williams, licad (if tiu- D.illas ;uK irtisiii!: 
.Tgcnc> bcarinij n.-inu\ iititl \\'.\A:H c\cf \.p. Hill .\. Dttitau.ii). \&H. 
Dali.is and .NYC .TdMTtisiiiij-p.r. fimi, Ii.ts luinicd N\'illiaim % ti. in 
ch.nrRC of its iiidii.stri.il division. .<\ni(iiiR the .TCcouut« v^ln'ili tiu- nc*» 
(illicial "•ill brint; uitli liini to V\'A&H art' Corf I^ilmr.itories, l'rlr»lt'iini 
KiiKinecr I'ublisiiiiiK; \iiHTiciiii f'tddsd 



iiid tn t!r\ clop tin tli k1 ' » 

bi-tt< 1 IIS) ol 111 I UH di.i ^1 I 
iii.kIc 

lb s t r ess< *! t !i 1 1 ) 11) f I M 1 I 
w .ist< fill, .md s< iiH t iiii pi II tit I, 
iis( Irss .h!\< itlslii ' s 1 dill) s « Iti it 
lesiilt v%li)li .id\«rtl I I i.sll t<i «li-i> 
tuii^msli 1)1 t\\ < < II iiidn I hill .md 
iii.iss conimiiiiK ill It I hi ki |>ii 
\aU\ bice-to I u( () iHUiiiai I <tu 
|-'i iiikcl s.iul, ni.is\ iiii di I ( tiiii f 
sine tli.it the m« ss i v l; l^ bi < h <!• 
h% rred, mii< li less 1 1-( • i\ « d 

In private i umniiiiiH iti ni !t< 
.idded. expusuics t< i iiii ss i ■< s u < 
me.isiired in tiinis ul i < i t.iinl i s 
w licre.is 111 iii.iss < (iiniiiiitiK .iti'Mi w t 
de.il with prub.iliilitK s ^ 

Agency men get call 
to answer tv critics 

I" .lets, fium es. .md sonu old l.i 
sliioned person. il opinion liiuh 
liulited the rei < lit \( \ \ \ iiiontliK 
meeting, .is members lie.ird k()( ) 
I \ sales ni.ui.iu< r, Hiiss (.oii^hl.ui 
.idtnoinsli .lUeiK \ men to nn « t the 
ni.in\ criticisms ol t\ brojilcastniu: 
lii'.id-itii 

To sn|)poit .1 positive .ippi.us.il of 
the industi V *s perform. nu e .md ef 
fectiveiiess, (]oiiulil.iii i it« d new 
program iiivesfnients hv the ik t- 
works r.uiilini: Iroin ^^),<KM| t<> 
S2 lO.tKH) per show prr wrek It s 
.1 j^.imble on ^ivm-^ the [)ub!H «u 
tert.iimiieiit tliev will i iijov , Ik 
s.iid. "Television is .i 1 1 >iiiiii< rt i il 
eiiterj)rise Inst, with eiiti rt.iimiK iit 
its prim.irv pn^hitt < onsid< r.iti- >ii 
In l*Ki], over .i li.iH -billion doll irs 
v\ .IS put on the liii< In t he ik tw nrks 
to briim new show, s to tli> pnblu 
.111(1." Cou^hlm .iskrd 'wli.it < t!i< r 
svsti iii ( oiild support tli< s. t ill 111 
.md prinliK tion tosts"* 

I'ruiirfiin clutirr i.% hiiIi' 

Bevond this is tin with pr t i s 
< lioicr <>]>( n to V k vv i is < n . n\ 
bio.itU.ist d.iv ol the w ( < k lb 
str« sscd tli.it tin <oiiHiiir<id m 
pet it IV c b.isis siippi 1 1 s .111(1 s< ( I i( V 
a biiilt-iii ur'fvvtli ks\«d t » puh' 
r«. spuisr ("nii.ilil.in !(!umli«l 
aiidieiK e tll.it Mil) \\ s V.ist w st 
land sprtth w.is li 1! \\< 1 witl >■ 
.1 few m< mtlis In tin « 1 ( ( «. 
III. Ill st.itim: s 'ii « th n si 1 I 
d iiK ilxiiit tl . ., 1 I r • 
Ix mz 1 j'>j»tsit« til tl « r 1 1 
sums tlimu I' ii< I !r I 1 t rv ' 

if OIK st ps l<> \ k .it I! ( ' ■ 

I ( mm ( nt< d 
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is the 

one-station 
network 



Lett to R ght 

Kevin Kennedy early N,;tionjf jnd World Mfws/ 

Gloria Okon. the early Weather 

John Tillman, the New York New% and the 

K< ,d evening One M nute NeM% Reports 

John K V >,<cCatfery. the i*te World and Local SefXf 

Lyndj Lee Mead. M tt America 1960. the /*Ie W>«fher. 




Getting to the bottom of the day's 
ne.vs has al.vays beei 2 prime 
project of WPIX-11. Ne.v York's 
Prestige Independent Truth 1 
WPIX-11 IS the only Ne.v York 
independent with a record and 
reputation for television ne.vs 

An impressive array of major 
news awards attests that 
WPIX-1 1 does more than just 
report the news— we dig it up. 
dig into it. 

Outstanding veteran news per- 
sonalities like John Tillman. 
Kevin Kennedy and John K. M. 
McCaffery bring New Yorkers a 
depth and scope in television 
news that's tough to beat. 

This IS the kind of recommen- 
dation that ought to count heav- 
ily in your appraisal of the Ne.v 
York independent stations. 

WPIX TV/11 

THE ONE STATION NETWORK 

NEW YORK 



AGENCIES 



Three-way automatic orders 

Station-agency-rep system can cut through commercial red tape 
with Standard Time Order developed by air accountants, buyers 



THE PEA'CiL will come into its own 
as a respectable tool for writing 
up broadeast orders, bills, and 
ageney records, if a proposed 
"Standard Time Order" developed 
by station and agency men catches 
on. 

The Institute of Broadcasting 
Financial Management, holding its 
third annual convention this week 
in New York is presenting a single- 
form idea that could cut down 
stacks of back-and-fortb paperwork. 
The standard system for reps, agen- 



cies, and stations is the fruit of 
nearly a year's work by a joint com- 
mittee of IBFM and the Advertising 
Agency Financial Management 
Group, and the committee will re- 
port tomorrow (29 October) at a 
special workshop session . 

The Standard Time Order uses 
one basic form and a photocopier 
for agency-rep orders, rep-station 
orders, agency account records, and 
station bills to tlie agency. A one- 
time master agreeinent between sta- 
tion and agency eliminates separate 
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contracts with each order Ly mAk« 
ing all Standard Time Ordqrs soil- 
ject to the agreement. 

Revisions can be bandied eidier 
on the original form or a separafe 
change order. 

The new system represents 
"wholesale reproduction of infor- 
mation with no typewriters, no key 
puncli rnachines, no carbon paper, 
no errors, no delays." 

Here is the essence of the idea, ta 
be presented by Richard B. Stak^esf, 
assistant treasuxer of "^VMATL-AM^ 



STANDARD TIME ORDCi W 



IIow IBF.M-AAFMG system woitks 
Rep starts ball rolling wfth pBJlttil 
order, sending photoeopjcs to ageiiftf ^ 
station. (2) Ageney adds 12-Tnontlt & 
mating form to original order far 
posite pliotocopy reeord, reproduefijg 
for intrasliop use. (3) Station tate 
order and adds daib' commercial e 
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l'"M-'l'\'. W .isliitiutoii. .111(1 \ ice pres- 
ident ol (lie st.itidii iiioiieN iiieii\ 
()ri;.iiii/.;ili(>n. 

Joliii Dickinson of Voiir N.ition.il 
He|ir('sen(ii(i\c' writes up \ IK! Ad- 
vcrtisinu.s order on tlie st.ind.nd 
form, 'l itis is on p.iper tli.it is e.isiU 
reproclnc ible iiiid er.isiMe. allow inii 
liini t(i ni.ike cli.niues without i e- 
writinu (lie whole (Innc. The rep 
fills ont omU the top ol the sheet 
.Mid I he left side of the hod\ , siuii- 
inU it .it hottoni. I lis cohinins show 
diiy, time, miits, commerei.d length, 
time (l.issilicMtion, rate pl.iii or tre- 
(|!ieiic\. anil dollar rate. I'roin this 
source docniiieiit. Dickinson m.ikes 
photocopies for aueiu\ .iiul station. 

When A IK' A(K ertisinn nets its 
copy, a transparent o\ erl.i\ is used 
to add monthly liookkecpint; sp.u e 
to the riuht side of the lorm. tlien 
photocopied, yield iiiu .1 composite 
furm for estim.itimi. \!K.' \d fills in 



the .itnioimc) meiils 1 m di k d < u h 
month. makiii<4 cnpies l<<i mm- with 
in the .lUeiii \ . This p.o t <il iIm l<>nii 
w .IS li.ised (Ml eoiitrilmtioin of In < 
aceiicN' iiiemlx rs of the ( < mimil let 
who s.iid tli.it most iiili in.d .i'4< ii< \ 
forms \ irtii.ilK (liipli( .il< ml<<riii 1 
t i( III on the rep s oriuiii.i I ord( 1 i In 
proposed aijeiK \ hi. ink is sniiil.ii to 
an estiiii.itinu lorm used In ( )uil\ \ 
Meiisdii (S- \!. it her, hut the coiiiiiut 
tee s.n s aueiicies i.iii m.ike tlieii 
ow n iiiodifie.itioiis w itliiii the uiven 
sp.ii c. 

\t the st.itioii end. John I • \iistni 
of New .S\ stem Bro.idc.istinu ijets 
an order from his rep just like tin 
.im'iic\ s origin. il eop\ with hi. ink 
sp.ice w.iitiiiu loi .1 custom (>\ erl.n 
on the rii^lil. This is ,1 d.iiK' form m 
which the st.itioii in. irks off .111 
noiiiucnicnts as run ( or notes 
"missed. " "m.ike •J.i n n 1 .md olliei 
variations), then sends it to the 



.1 'I IK \ IS Its III 'llf 1 1\ hill I ' 
III d (ird) r ( ui 1« n • 1 I I 
(picnl iiM'iitliK im « r< « ^ ' 
nsmy .iiitcm.i! ss hiliii < 11 p ■ 
1 .irds .nul lM<nl.k» < j III III (t li 

C.lll UK «t|| .IS mi! ll 11 I! ' dll Si OK 

,ird I line ( )r( |i 1 ,is tin 11 no • < h k 
ilHH lit .IS I lie\ iitiw I ( s! II ((mild 
lep form 

|<i< h.ird I'.iss. III. lilt i (Hill 11< r < I 
|- I w III \\ .is< \ Hndu infl iN li 111 

1 h.iiriii.tii oi tin )<<!iit t 01 lit I 

tli.it (le\ ised lh( St Hid ifd I i in 
( )rd< r ( !o!iHmtt< ( iiH II irt S!.ik< 
|.i( k I lerklot/ W (A < liK I 
\m\uvs (;(.ldst< III W I'! \ rhil.id. 1 
phi. I. Hol.ind I ih.iiih \\\\\ ! 
Sprinufield, Miss |<>hii \l< \ < 1 -h 
W l'Wn B.illiinore W illi on \\->u 
loiiri. \ oimu 6i HhIih tin juliii 1 1 n 
rison, ( \ B' lis" III i\ \l iIIh r 
H.ilpli \eiiin III. \Uh kiiH r< \d\»i 
tisiii'4, and Kriii 1 Siil li< 1 ••n • n I < d 
H.ites. ^ 



fVUR KEY COMPONENTS 



tiivii ;it ciul of iiKiiitli tin's hfiniiifs 
to he sent to iiui-iicy. (4) Key to ri-- 
Utl p;it>er%v(irk is M.isfcr .\i;ri'cinciit 
wtstii autiicy iiiid sfiition, whitli eliiii- 
t«?*i soparnfo contracts Mitli c;icli sclicd- 
E!icciifi'(l once, it pots- all hnsiness 
l:i*r its ov^n ehidses and standard 4-.V\ 
}i'm iind ciiii(litiiii)s. 
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Martin moves to Geyer, 
Morey, Ballard as v. p. 

F'oimeily a member of the plans 
board, v.p., and aeeount supervisor 
at Kenyon & 
Eekhardt, Ger- 
ard Martin has 
joined Geyer, 
Morey, Ballard 
as a viee presi- 
dent and ae- 
eount supervi- 
sor. Earlier, 
Martin was an 
account exeeu- 
ti\'e with K&E 




^Cal■t^n 



in Detroit. Prior to that, he was di- 
rector of sales for the Du Mont Tele- 
vision Network and a vice president 
in aeeount management with Len- 
nen & Newell. During 1951-1952, he 
was a viee president of GMB. His 
first agency post was with William 
Esty, following a term in the sales 
department of NBC. 



NEWS NOTES 



Rheingold returns to FC&B: Lieh- 
mann Breweries, makers of Rhein- 
gold Extra Dry Beer, is returning to 
Foote, Cone & Belding effective 1 
January. The aeeount has been at 
J. Walter Thompson for the past 
two years. Prior to that, FC&B had 
been the brewery's agency for 14 
years. Other aeeount moves include 
The Neic York Times to McCanii- 



Kudner gets new gemi 




NIarsehalk, effective 1 January; the 
Baltimore News-Post and Snndatj 
American to VV; B, Doner, Balti- 
more, effective 1 January; Associ- 
ated Testing Laboratories to New- 
man-Martin; Motorists Mutual In- 
surance Co. to A. Lovell Elliott Ad- 
vertising, Columbus; Italian Line to 
DCS&S, effective 1 January. Ad- 
vertising-promotion budget is ex- 
pected to be the biggest ever in 
1964 due to introduction to two 
43,000-ton supexliners; Ortbo Phar- 
maceutical Corp. to Ellington 6c 
Co. for a group of new ptoduets 
currently under development. El- 
lington represents other Ortho 
products; Oconomowoe Canning 
Co. to Earle Ludgin, Chicago: 
P.K.I.'s Aunt Jemima's Pancake 
Kitchens to Gordon, Weiss & 
Arbusto; Houston Chemical Corp. 
and Rubbermaid (Canada) Ltd. to 
Ketehum, MacLeod 6c Grove; Corn 
Products Refining Co., (S.A.) (Vw) 
Ltd., to Grant Advertising's Dur- 
ban, South Africa office; Paradise 
Airlines, Oakland Airport Terminal 
to Resor-Anderson-Eteetera; How- 
ard D. Johnson to Charles F. 
Hutchinson for its Frozen Foods 
Division throughout New England; 
Borg-Warner to C. J. La Roche, 
succeeding Clinton E. Frank and 
effective 1 February; F. Schumach- 
er &: Co. to Ellington & Co.; Cubic 
Corp. reappointed Phillips-Ramsey 
as agency. A P-R client for three 
years. Cubic last July appointed 
Smith, Winters 6c Mabuchi to han- 
dle its account. 



ni cigarettes 

Adriatic Group, Ltd., lias assigned 
advertising and p.r. for its new 
premium cigarette, Gemini, to Kud- 
ner Agency. Retailing at 50(', Gem- 
ini comes in swing-open paeqiiet 
whh 10 in each half. No tv is 
planned, but "class" publications 
will be used, and x'ossibly "class" 
radio. Budget for introduction is 
$250,000, and distribution is 
through Fabcr, Coc & Gregg. Pro- 
duction started at a lialf-mniijou 
cigarettes a montb and wil! be 
lipped to 2 million in November 
to take eare of New York and eitber 
Miami or Pittsburgb. Gemini is 
currently on some 115 stands in 
N.Y.C. Head of Adriatic is Milton 
Slicrman, former \'.p. at ,*\nici'ican 
Tobacco and at Reggie* Tobacco 
when tbc latter introduced Regents. 
sNiain factorv is in Riebmond. 



West coast shop strikes oil: Ei'sa- 
man, Johns £c Law Advertising of 
Lqs Angeles, which has directed 
advertising activities for the Penust- 
oil Co. of California in 13 western 
states for the last six years, has 
been appointed tbe agenev' for 
Pennzoil Motor Oil and luhricanls, 
effective 1 January. National ad* 
vertising had been handled by 
Fuller 6c Smith 6c Ross, Cleveland, 
for the last 28 years. Move follows 
decision by Pennzoil to move its 
national advertising headquarters 
to the western office in Los Angc^les. 
Fred L. Williams, who has been 
advertising and sales promotion 
manager for Pennzoils Western 
company, will now take Qver m 
the same capacity' for the entire 
marketing area. Other agency ap- 
pointments include Consumw 
Home Products Corp. to Cla\ ton- 
David 6c Assoc,; Tropic Fresh Sales 
to Rumrill Co. for its frozen 
daiquiri and whiskey sour rnixfs 
which are distributed nationallv. 



NEWSMAKERS 



^^'ILUAM C. JoHKsroN' to presi* 
dent of Street & Finney and Lee j, 
Truueau to e\ccuti\'e \ice presi- 
dent. Johnston succeeds Robebi 
FixxEY who mo\'cs to the new posi- 
tion of board chairman. 

Joseph Scheidi.Kr to viee presi- 
dent and management represfnta" 
ti\'c for Foote, Cone & Belding m 
Le\'er Brothers. 

Jou.x E. Berxardv and RoBEBt 
B. Funkiiouser to viee presidents 
at BBDO in Pittsburgh- C.vry J. 
Neaee and Joseph TrANChixa to 
viee presidents in the agency's New 
York offices. 

George V. Recht to viee; pre&i- 
dent and controller of John W. 
Shaw Advertising, Chicago. He was 
controller for the Mocbius Corp. 

RoxALD A. S vsrpsox to the Chi- 
cago office of Foote, Cone & Beld- 
ing as assistant mercliandising SU' 
pcr\isor. He is a former ad\ertisiii€ 
represeutative with EbOny inaf^a- 
ziuc. 

Ron?<Ev Erickson to vice presii- 
dent and general executive at 
iNIaxon. He ^^■as vice president and 
a member of the plans board of 
Young & Rubieam. 

All-vx MnaiEEL to \iee presri- 
dent and creative director of Comp- 
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ton III Los Aiim'Ics, 11 \U(»i.i) J 
\^ to jtcoiiiil r\ft'iiti\ f. Jiui 
Ciivmis 1 1, ki II I s lo (lirrt tor of 
t»'i»'\ isioii ooiiiiiu-K i.ii picfeliu lioii 
Mitclu-ll u.is \ icr president .in»i 
eop\ uronp liejd at ( > , Benson 
cUul M.itlier. Snlln an was uitli 
l.ennen and \eui ll and \iideison- 
Mt ( 'onneli keiins u as e\e<. nt i\ < 
vice presi»lent and ueni iai nianauei 
of (leoi lit- l'*eMiienian I'rotinttions 

Am ^ \ v.. (.oil to C'li.iii man ol 
the hoard ol Cole i\ \\'el>er in 
I'ortlaiuh Cioiua. 1 1. W'l-vin of 
Seattle ino\ es to a<4ene> presiilent 

Dux F. S I \ri I s to treatise di- 
rector of Chase \ ('o.. San I)iei;o. 

W ii 1. 1 wi W. ki\M i)\ to \ ii « 
president of C.re\ Vdvertisiipj. Los 
\ii<;eles. 

XouMW I'cis 1 1 It to president ol 
tlu" San Dieuo \ssii. of Advertising 
AiZeiu'ies. Mieceedinu 1' ii \ n k 
Si-.i Li \ . 

C.ioiK.K Bmcxi \\ to lU'ual Ad 
\ertisini: as director of pnhlic re 
lotions, lie u as ait aecotmt director 
for Mortimer Mat/ Assoc. 

Ci^WDi. HiUM It to account c\ei 
nti\c with Gardner Ad\ ertisinn. St 
Louis; JosKPii Chk \ 11 no to creatix i 
Uroup siiperv is or; Cii Mtias J. I'luxc i 
to account execntiw. 

Gkohgk 11. Fni- VKHMriii to sciiioi 
\ ice president of 1 lill and know 1- 
toii s new office in San I'rancisco. 

Sum: Avid to account c\ecnti\ e 
of \'iite\ ;ird- 1 lernK & Assoc. lie 
was ad\ertisiii<4 director of C.ipitol 
Records. 

Hicn.vnn Pinkii \\i to the iiiiic- 
inaii Broadcaster's Advisory Coni- 
mittee of Tele\ ision .\ffiliates Corp. 
lie is senior \ ice president in charue 
>f media and programs of Ted 
Bates. 

Ed S n iti.iNG to broadcast depart 
ncnt ailmiiiistr.itor of Carson 
Hoherts in Los .Xiejeles. 

Osc \H Bi iNos V to \ ice president 
mil ueneral inanaiit r of National 
Export .\d\ ertisiiiii Servic e di 
\ierto Bico. 

H \nit\ Chey. \ice presiilent m 
•harce of the commercial film de- 
\irtineiil of BBDO. died last week 
1 1 \Hoi I) A. Smi 111 to assistant to 
lie presiilent of \eedliam. Louis \ 
iirorhy in Chicago. 

L<>n\.\ Or MOW has formed her 
Tvvn aqeiic), Opatou \ssor.. mar- 
<etin<4 and research consnltaiits 
ihe u as associate research director 
>f llcitrst Maua/iiics. 




(" Mil I ; Bi is n I 1 It. to < h.nnn.iii 
of the hoard and * liii i exi cuhxr 
officer of I hnnble Oil c\ H( fiin ii'_. 

Uoiii HI D. I\if II \ni>su\ to at 
cnniit t \( I iiti\ e at Brni «• B Bn \\< i 
lie was with Lanih* rt iX F* as!t \ in 
\e\\ \ork. 

.\lH II \| \i 1K)\ \l !) to tojn _i >up 
snpi r \ isor iit I't st k( v « s ( .aidn r 
111 Cliicauo. lie w as 1 1 < it i\ < < hi i t 
tor a nil \ki pr« suK nt < i ( ' noj Ix W 
Mitlinn 

( ;oi I i\(.\\<x)i> 1 1 1 1 VI 1 IS t( k (1 

Iter as an .ictuiuit i\«t»iti\< Ih 
was with the S ( I I )i\ isi< n < i 



hit* I piibiit 

Inn !iii j ( o^v w f 
s ipt r\ is r at I'-'l" ' 
I h \v (s a \ 4 1 pri Md' 'it t k ! 

I \t 1 \\ \( M I t ) t! 

fhi. i ( lii I I ru rs 
< \^ «. lit i \ « 

1 1 1 I Ion \< su ! II ' ■ 
( \< It lit n t it 1 1 rl \ k 
I < I nil ri\ I ' ' ' ' 
r< 1 1> r < ! tl ! B ! < 

1 DM >\I"i O \ t I ' \\ 

I h nips n s ' 

tilt III w s w ti \ 1 < ' i 

s )ti ni I s \i) 
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AGENCIES 



K & E would 
back Code 

study of the top 50 tv 
markets shows station 
subscribers exceed 
the national average 



PUBLISHER S REPORT 

continued from iHi<ic' 9 

stations in the top 25 markets per 
K6cE market rankings. The whole 
idea took a leap forward when it 
was found that S7% of all tv stations 
and 76% of key radio stations in 
these markets suhseribe to the KAB 
Codes. 

lint it was a bold step to take and 
final action was slow. 

Then on 9 October Ste\ e heard 
FCC Cliairman E. William Henry 
tell the IKTS in New York that he 
considered tv and radio commerci- 
als an especially important prob- 
lem. That sounded like gox ernment 
intervention. "What are we waiting 
for?" he asked himself. 

The proposal was taken up and 
passed by the e.\ecuti\ e committee 
consisting of Bill l^ewis, Da\ id 
Stewart, and Stexe. Now it was 
official. 

Except for one thing — K6cE 
clients. 

During the first two weeks of 
November the Code plan will be 
presented to all clients concerned 
with national spot. These include 
Beecham, Mead Johnson, R. T. 
French, International l^atex Iso- 
dine Division, National Biscuit cer- 
eals and dog food dix'isions, I^abst 
Brewing, Whirlpool, Quaker State 
Refining, Ford Motor Co., and 
l^ineoln-Mercury. Tlie>"ll haxc to 
l)ass on it. 

In my Publisher's Rci)ort of 30 
September I wrote after a hreakfast 
with Chairman Henry that "I think 
he'd like to get out of (he com- 
mercials mess — but with honor." 

The K6cE plan offers that 
opportunitx'. 
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Kenyon & Eckhardt pinpoints, ad herance 

More than 87% of the tv stations (148 of 170) in the top 50 ijiar- 
kets arc subscribers to the NAB Code, the report below, com- 
piled by Kenyon & Eekhardt reveals. In comparison, only an 
estimated 70% of all U. S. tv stations subscribe to the Code. The 
top 50 tv markets, K&E also notes, represent a coverage of 
more than 70% of U. S. tv homes, while the 170 stations rep- 
resent one-third of all commercial tv stations in the United 
States. With the exception of Boston and Huntington/Charles- 
ton, non-subscribing stations account for less than one-third 
the share of audience in their respective markets. 



NAB Subscribers Non-Subscribers^ 
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# Of 


(Share 
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TV 


TV 


Of 


TV 


Of 


TV 


u. s. 


Chan- 


Chan- 




Chan- 


Audi- 


Rank TV-Market 


TV Homes 


nels 


nels 


ence*) 


nels 


ence*) 


1 


New York 


10.00 


6 


4 


( 79) 


( 2) 


(20) 


2 


Los Angeles 


5.12 


7 


6 


( 93) 


( 1) 


( 7) 


3 


Chicago 


4.43 


4 


4 


( 99) 


(— ) 


(-) 


4 


Philadelphia 


3.84 


3 


3 


( 98) 


(— ) 


(— ) 


5 


Boston 


o c c 


3 


1 


( 36) 


( a 


(bU) 


6 


Detroit 


2 48 


4 


3 


( 84) 


( 1) 


(16) 


7 


San Francisco/ Oakland 


2 32 


4 


4 


( 93) 


(— ) 


(— ) 


8 


Cleveland 


2 32 


3 


3 


(100) 


(— ) 


(— ) 


9 


Pittsburgh 


2 08 


3 


3 


( 93) 


(— ) 


(— ) 


10 


Washington 


1 58 


4 


3 


( 82) 


( 1) 


(16) 


11 


St. Louis 


1.53 


4 


3 


( 91) 


( 1) 


(10) 


12 


Dallas/ Ft. Worth 


. 1.34 


4 


4 


(100) 


(-) 


(— ) 


13 


Minneapolis/St. Paul 


1.31 


4 


4 


(100) 


(— ) 


(— ) 


14 


Indianapolis 


1.20 


4 


4 


(100) 


(— ) 


(— ) 


15 


Buffalo 


1 1 C 


3 


3 


( 99) 


( — ) 


( — ) 


16 


Seattle/Tacoma 


1.11 


5 


4 


(100) 


( 1) 


( 2) 


17 


Atlanta 


1.04 


3 


3 


(100) 


(— ) 


(— ) 


18 


Baltimore 


1.14 


3 


3 


( 95) 


(— ) 


(— ) 


19 


Kansas City 


1.04 


3 


2 


( 67) 


( 1) 


(33) 


20 


Hartford 


1.06 


4 


3 


( 67) 


( 1) 


( 1) 


21 


Houston 


.99 


3 


3 


(100) 


(— ) 


(— ) 


22 


Cincinnati 


1.03 


3 


3 


( 99) 


(-) 


(— ) 


23 


Milwaukee 


,98 


4 


3 


( 97) 


( 1) 


( 2) 


24 


Memphis 


.81 


3 


2 


( 70) 


( 1) 


(30) 


25 


Miami 


.88 


3 


3 


( 90) 


( — ) 


( — ) 


26 


Birmingham 


.82 


2 


2 


(100) 


(— ) 


(— ) 


27 


Columbus, 0 


.88 


3 


3 


(100) 


(-) 


(— ) 


28 


Portland, Ore 


.83 


4 


4 


(103) 


(— ) 


(-) 


29 


Tampa/ St. Petersburg 


81 


3 


3 


( 99) 


(— ) 


(— ) 


30 


Huntington/Charleston 


.78 


3 


2 


( 33) 


( 2) 


(68) 


31 


Nashville 


.74 


3 


3 


(100) 


(— ) 


(— ) 


32 


New Orleans 


.76 


3 


3 


( 99) 


(— ) 


(— ) 


33 


Louisville 


.72 


3 


3 


(100) 


(— ) 


(— ) 


34 


Denver 


.71 


4 


4 


(100) 


(— ) 


(— ) 


35 




.75 


3 


2 


( 68) 


( 1) 


( 9) 


36 


Charlotte 


.68 


2 


2 


( 99) 


(— ) 


(— ) 


37 


Sacramento/ Stockton , , , , 


.69 


3 


2 


( 71) 


( 1) 


(24) 


38 


Albany/ Schenectady/Troy , 


.70 


3 


3 


(100) 


(— ) 


(— ) 


39 


Grand Rapids/Kalamazoo 


.70 


3 


2 


( 85) 


( 1) 


(14) 


40 


San Diego 


.64 


3 


2 


( 71) 


( 1) 


(17) 


41 


Greenville/ Asheville/ Spartanburg .59 


3 


3 


( 91) 


^) 


(-) 


42 




.61 


3 


3 


(100) 


(— ) 


(-) 


43 


Dayton 


.63 


2 


2 


( 85) 


(-) 


(-) 


44 


San Antonio 


.52 


3 


3 


(100) 


(-) 


(-) 


45 


Harrisburg/ Lancaster/ York 


57 


5 


3 


( 67) 


( 2) 


(30) 


46 


Syracuse 


.57 


3 


2 


( 72) 


( 1) 


(29) 


47 


Saginaw/Bay City/Flint 


.57 


3 


3 


( 73) 


(— ) 


(— ) 


48 


Norfolk/ Portsmouth 


.53 


3 


3 


(100) 


(— ) 


(— ) 


49 


Tulsa 


.52 


3 


3 


(100) 


(-) 


(— ) 


50 


Scranton/Wilkes-Barre . . . . 


.54 


3 


2 


( 65) 


( 1) 


(29) 


Total: 


70.3% 


170 


148 


22 












(100%) (87) 


(13) 







*Mon. through Sun., 9 AM to Midnight Source: SRDS, Spot TV r^ps. 
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BROADCASTERS' PROMOTION 
ASSOCIATX>N. INC. 



1963 SEMINAR 

NOVEMBER 17-20 



SAN FRANCISCO 

JACK TAR HOTEL 
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HE ANNUAL B.P.A. SEMINARS 
AVE BECOME A "MUST" FOR 
NYONE IN THE BROADCAST 
ROMOTION FIELD 

*Top name broadcast speakers 

nformative work sessions 

dea-packed program 

Sightseeing in San Francisco 
""everybody's favorite city" 





SEND THIS COUPON FOR REGISTRATION INFORMATION 



TO: B.P.A. SECRETARY/TREASURER 

216 EAST 49th ST. NEW YORK 17, N.Y. PLaza 2-4255 

PLEASE RUSH ME REGISTRATION AND PROGRAM 
INFORMATION ON THE 1963 B.P.A. SEMINAR. 

(name) 
(company) 



(street address) 



(city, state) 



mOADCASTERS' PROMOTION ASSOCIATION 



'mmR L's ()( iDiii K \\m 



TV MEDIA 



Top-rank stars spark new e 




'ine Richard Boone Show" on NBC, a new concept in tv— the repertory company 




Dan O'Herlihy is "Jamie McPheeters," George C. Scott (r) stars in "East Side, West Side 
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DICK KLEINER 
Television Editor 
Xewspaprr Enterprise Assn. 

LAST SPRING, at a meeting of tlte 
National Acadcniy of Tele\ isioK 
Arts and Sciences, a member arose 
and voiced a sobering tlionght. 

"Tbis group was organized," be 
said, "to improve television. It 
seems to me we keep gi\'ing I^mmys 
every 3'ear, yet e\"ery year tele\'isitiii 
gets worse. I tbink wc sbould give 
some thougbt to dissolving tbis or- 
ganization." 

Altbougb nobody seriously con- 
sidered disbanding tbe Aeadenv\ , 
tbere were many \\ bo, at tbe tiniei 
agreed witb tbe sentiment expre^S" 
ed. For the past five or six years, 
eacb year's new product on tbti 
bome screen did, indeed, seem to be 
worse tban tbe preceding \eai**s, 
Tbe frigbtening part of it was tbat 
tbe public didn't seem to eare, ISi 
tbe fall of 1962 for example, Vte 
Beverly IliUbiUies, wbicb most im- 
partial observers consider a front- 
rimner for tbe title of worst \.e}§' 
vision program ever produced, be- 
came a popular fa\'orite. 

Tbere was, apparently, nothing 
the public wouldn't watch. And sa 
there was precious little incentive 
for networks, sponsors and indc' 
pendent packagers to mamifacttiJt 
a product witb more intrinsic rnerii 
The pbilo.sopby was, ob\'ioufly, 
"Why bother knocking ourselviB* 
out to make something good, w'beCt 
tbcN' ll watch the junk anv'bovv? Aiid 
junk is easier, faster and cheaper tp 
make." 

Somehow, tlic new '63-'64 seascm 
seems to represent a turning of 
tide, a re\'ision of the pbilosop 
Not completely, of cour.se. Some of 
this season's new programs are jvisf 
as jimky a.s ever. 

But there are major execptions, 
and it is these major exerptiaiis 
which cause the hope to risie. T{ is ) 
as though, at tbe height of a ragtei? 
storm, one sees a few glints <xf siffl' 
light. 

The turning point seems eurrtsiJl* 



tlae 
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improved tv 



Current year's product features 
well-known actors and actresses 
in drama, comedy, variety fields 



K: to l)r in tlic .iIiM 1)1 llic .ii'tois 
ulu» art' .iiin'i'iii'^ to do scnrs 
ratluT til. Ill ill tlu' ii.itiiii' ol the 
st-rirs tiiniisj'K cs. I\m1i.i|)n flu- Ixi- 
er actors, who Iia\ c rrsistrd the 
'nip ol a M'rit's lor main \ cars, took 
icart at tlio t \pi i iciu c ol i .rv | 
""ol)]) ill last \ rai s Iiit. I he - 
I 'iiiUm. Col)h, oiu' ol tin- liiu-st at- 
urs ol our time. ifliKt.intK' a'^ri-cd 
() iK'fonu' rirli and siuiifti to do a 
glorified W cstt-rii. I lis part w as lai 
roiii u rll-draw ii and cfrt.iiiiK not 
Ifiiiaiidiii'j;. but lir did it and taiiu' 
)<itk lor more. I Vrli.ips that is what 
iispirrd the others. 

\t aiu rate, this \ ear s prodiu t 
s sprinkled with fine actors, rather 
hail the iinkiiouii 2()-year-oId feeii- 
lUe hait of two. three \ ears auo. 

*TeIe\ isioii," says Dan O'l lei - 
ih\ . "is finally coming of aue. The 
letter actors are uettiini into it 
low . ' 

lerliliy is one of these. lie is 
tarriiiii in The Travels of Jcttiir 
ilrPlicctrrs 

'This is the year ol the eliaraeter 
emliii<4 man," sa\ s Stankn Colbert, 
vho is producing The Greatest 
'how Oil Earth which ntili/es the 
ali'iit of a character leatliiin iiiaii. 
iick ralance. 
And so yon can i;o down the list 
f the new programs and see the 
ames of fine actors — names like 
Tllerlihy. Palance. Hay W alstoii of 
Iflij favorite Martian. Ccor^c C. 
'cott of East Side. West Side, Hen 
^a/./.ara of Arrest and Trial. Ralph 
Sfllann- of Tlie Eleventh Hour. 
•ison E\ers and Henry Jones of 
^hannina. and I.arr\- Blydcn of 
iarnj's Cirls. 
On the variety side, there are 
ames like Judy Garland and 
anny Kaye. These are a far cr\ 
oiii Kecfc Hrasselle. 
Looking at the '&3-'6l schedule 
object to change at the drop of a 
op) one sees some of those glints 
sunlight on \ irtnally e\ er\ da\ . 
Tie's a personal \ iew of how the 
V shows shape up, ilay by da\-, 
fer a few weeks of exposure: 



THREESOME FROM NBC 




SATURDAY— "The Lieutenant" 




TUESDAY— "Mr. Novak" 



SI \ I) \ t 
I fl (1 J 

• \\M . starti d w i(li ( < J 1) (1 
One of th, 111, (.! II I \%l i \i 

w IS siippust d to raid !l u I • 
o! tin 1)1 • nioisi! \ ipu/ sli i 
I.ips« d and ds« d al!< r tlir« « \v< < k 

\pp.iicii!l\ fin- In ' HioiM % <| 1/ 
shows will not ill ritnntHi' "ISh 
other two arr I'fu I nsi < /s of jiitinii 
Ml I'hi I li I \ Aud \nistiuiil I rud 
J.niiiii' is i>.!S( d on ,1 fiiM sao'.il 

I hi novel was not w i itti ii f >r < lul 
dreii liiit tile pr<Mir.nii ss pnm «nK 
it sei-nis. ,nin,'il a( t luidn u \ii it 
has some iiiiiK't ess.ir\ i !o|( uir ,n»d 
enubts. It also has ijood attiii^ 
I roil I ( ) I lerhin aiul J.un* s W « sl< r 
field and Hood uiu-st st.irs I In 
writiiej;,, howe\<T. iias not h\«tl n]> 
to the (piaiitv of the onjiii.d Imok 
Arrest and I rud is soiiu tliin^ < f 
an expeiiinent It !% a iii!iinS< 
siiow, more or less dn ideil inE< 
two I i|iial l5-iiiiniite No^meiils in 
tiie lirst, (^a//ara. a p/i»lK!inai! 
tracks down and arri'sts a inmniil 
III the stcoiid, (^liiitk CoHHurs i 
law\er. tiefends tiie triminal. llie 
sliow, ob\ioiisl\. IS ail atl» nipt to 
tjpitail/r on the sutirss (1 l>otl» 
triiiie and leUal sliows. \t Uiui 
it seems haiiistrimu In its ow ii for- 
mat. \t times it works vu II \nd 
the proilram dcM r\ c s a p. it on tin 
credits for its c astiiiu of iIn st.srs 
one would lia\ e e\j><-t t« d (Ii//«ra 
to i>r the lawMr and Connor^ tin 
|)oli«. em m. '! lie sw itt h is ,i In jx iul 

simi 

■ ("lis has new .Simd.a «\< 

iiiii^ sliow s ii< itlier of w iiH ii lies tis 
iinu b explaii.itii n. One is Thi judi) 
Cmrlitinl ."^/ioh If \in\ hU ji d\ 
xon're h.ippx . If not, (.ouil ti m t' 
lh>n(inzti lJut tlu re lan Iw n ^un 
-s.i\mil the fatt tli.it sIn- I'> m ' f 
the must resj-H'i ti d t at* r! mi rs f 
onr .ii4e The fact th it sIk- is d 
iii4 a we«kl) teltxiMni jr 'run is 
proof th it teh \ i«.i n is t ur ii' !i>! r 
one t ntertauniH nt mt drnm t ! i\ 

^||J l\nt riie Martian, CBS" t tl < r 
iH'u Nmid.u i\(iiiH4 sli .u 1% J 



1 



TV MEDIA 



situation comedy plain and simple. 
The sitnation: Ra\' Walston is a 
Martian who blunders onto Earth 
and sla\ s. The eomedv: the Martian 
learns to li\e with our Earthh' 
idios\ ncracies and peculiar ways. 
It is a cut ahoxe the situation com- 
edies oi some years ago — remem- 
ber the one with the monkc^ys? 
■ NI5C only has one new show on 
Svmdax' ex enings — Grindl, which 
replaced Car 54, Where Arc You? 
Although Grind] has the talented 



Imogene Coca, most \ iewers would 
probably welcome back joe Iv Ross 
and Fred Gw\nnc. Grindl is a 
tired story of a maid who gets into 
the middle of crimes — a kind of 
erime-prone Hazel. It is not an in- 
spired situation. 

MONDAY 

■ ABC expanded "Wagon Train" 
from one hour to 90 minutes and 
added color, but one hour was 
(|uite long enough. Two new Mon- 




POPULAR TRIO AT ABC 




FRIDAY— "Burke's Law 
1 1 



TUESDAY— "The Greatest Show on Earth" 



day night programs are Tlie Qnl^r 
Limits and Breaking, Foiut. Tht 
former is pirre science fiction. It 
is badh' programed — 7:30, when 
the kiddies are watching, is hardiy 
the time for monsters and sueh. 
But it is well done, imaginatiA'a 
and, if \ on like the genre, a winner. 

T/jc Breaking Point is an una- 
bashed copy, with minor changf% 
of the successful TIic Elevanik' 
Hour. It has Paul Richards and Edw 
iiard Franz as two psychiatrisfe. 
Both are experienced actors but the 
show represents nothing new or un- 
usual. 

The onh' new offering on CBi* 
Monday line-up is one of the oi5it- 
standing new shows. East Shh^ 
West Side captured George C. 
Scott, an electrifying actor, as, 
star. The unfortunate thing is that 
a series star seldom has as mvieU 
opportunity to be electrifying as a 
series guest star. 

Thus, Scott, as a New York social 
worker, must stand on the sidelijies 
and offer heart-warming ad\ ice to 
a procession of lesser actors, Sl> 
pearing as people with a \'arietf 
of problems. But the program has 
st\'le, good writing, excellent pho- 
tograplu'. In its aim, at least, it 
represents a distinct step ahead. 

■ On NBC on Monda\s, the Oi% 
new addition is IloUipi-opd and tjm 
Stars, a half-hour oi paste-work. Qld 
film clips about old film stars ars 
stuck together. It is something lifef 
browsing through a file of dusty 
fan magazines. 

TU ij:snAY 

■ ABC offers two new shows oil 
Tuesda\s. The Greatest SIiow m. 
Earth lias Jack Balance, a eirct« 
background, good guest stars mn 
color. The .same problem \\\M\ 
confronts George C. Scott also: ctffl- 
fronts Balance — he's the star, s& 
basicalb' a straight man for thf 
emotional problems of the gtiest 
.stars. The circus motif offers good 
dramatic possibilities. \et the shtm 
is realh' a simple ad\enture yarn 
if vow strip the three rings awa^. 

The En^iitivv has an iutercstiQ^ 
premise. A man ( Da\id Jaus.'seil) 
is an innocent eon\ ict«l killer. Ifo 
escapes and, e\'er\' \\ eek, aiSsumeii « 
new identit\- in a new locale, it 
each Spot, he meets new people 
and has a new adventure. Aftei; |Q 
mimites, somvthing happens so Ire 

SPONSOR, 28 0(:l*)in R B»® 



must lice (III- piirsiifis .iiid tlic 
vlosiii'4 (.tiuiuuTti.il. Tins is tin* 
s.i I Hc formal tliat u tii ktti u til tin 
Hotitf (id — i-at'li is ,1 (lf \ it f tn ni\ c 
lilt' star ct'Hiplftt'K new sarrdtiiul- 
iiiiis tMcli u ffk. 1 1 rt'iuaiiis to ht- 
sTt'H \v liftlifr tlic (lt'\ it f oi a uran 
llffiiiii till' law is siilliticiil to siis 
tain iiitfVfsl o\('r a mmsoh. 
* rill' oiiK lliinn iit'u on ( ,'H.S ou 
'I iifs(la\ iiiiilits is Pel tie {Kit Jiiiu- 
/ion This is a spin-oH from The 
Ucvrrli/ ll\llhilli( v and an altfinpt 
ill (Mpitali/f on tlu> iit-u K -ilis( (i\ - 
em\ andit iict' lor ham htuks and 
tliiuK -distjiiiscd dirt\ jokes. 
■ \ IK J has tut) ilfiiis of t'\( fllfiicf 
on TncsdaN s Mr. Xonik is a lint- 
tlraniatic hour, with a hiqii .school 
st'ltiii-i. Dt-an jaiiiicr pla\ s the prin- 
cipal and James l-'ranci.scii.s is the 
Mr. Xtnak of the title, a \ Dimix 
teaclier. The hackijroiind and the 
storie.s prtnidt* the program with a 
chant (• to eoiitrilmte somethinii be- 
yond mere entertainment — tlie\ 
can. perhaps, further the life of 
.American teachers. ICven if tins 
lit?pe i.s not realized. Mr. Xovak at 
least (lifers a <4ood hour of dra- 
matics. 

Till' Ixichdid H()on<- Shoir imfor- 
tnjiately premiered uith a weak 
ellort. But .siihsecpient drama.s u ill 
prove that this is an anlholoi;\ 
hour of taste and, occa.sionalK . 
idarinn. There is darinii, too. in the 
tioii(-ept of the show — it is a reper- 
tury compain . uith the same actors 
.ippearin'4 caeh u eek in \ arions 
roJes. Most actors feel tlial reper- 
lorv is the ultimate test and urcat- 
•st challeiHie. It has only been tried 
lirielly before on lele\ ision. This 
ivfll be a most inlereslin'4 experi- 
irent to watch. 

One other note on N IU."s riies- 
l,iy schedule. Ilcdi-j^o is a ciit-in- 
lalf \ crsion of l.ist > ear's boiir-lonu 
Kinpirr. Perhaps, if we're hickx , 
revt season will see it a lo-niiniite 
how. .\nd thtMi 7'--ininiiles the 
Ollouinu season, ritim.itel). it 
niiihl e\en slice itself jntti total 
lilsappearaiu t\ 

wi:i)\ i.si) \ \ 



THRIE LEADERS ON CBS 

7^ 



VHC has riir Pali,, shoir 
—a .simple sitn.ition coined) . uhicli 
astes .Miss Duke's considerable 
ilents — and Cluiiinitin. This. like 
Ir. Stutik. has an ediic.ilioiial 
linue. Cltaixnin-: is the name of .1 
ctional colleue. uith I lenr\ Jones 




SUNDAY— "My Favorite Martian" 




SATURDAY— "The Phil Silvers Show' 




iiH i I ,isi i(i I % ( 1 I hi f < nil 
In I \ W hi n Mr \ I k I III I I 
"i iii»" m loi l.ini I il tl p( lu I 
ill) iiK s ( haiinin 1 Ir H« t i> • ,t%% 
iK Immii Uith ( oii \ ( I t ! II d tudi 

I lir pteHHi r< , fi I iH I isi < ll id 

nothuiu \\ li.ite\ t r tfi I uh tin 
I " >l lr'4« I ,\ t I s t hsi 1 1. < t • 1 I )( ll 1 1 
Itnu htn.ii \ I'l iiius .1)1*1 III I lu 
'am Ills fi(-iMloiii I Ik ,h t I \ < f 
ai) '^oikI but till piii'i nil \h< li i 
iiiaki- mure of ils s< ttui ' 

* 'I hire neu piot^rniis '! u • < !5S 
\\ ednesd,i\ sihrdnii- I irst 1 

( lirotiii ll' uIikIi udl mi'ir « r l< ss 
.dleinate uith f'/l^ /{< junls ( /iron 
H /(' is .HI .itti tiip! to do foi \\h 
(nltuialhishirH.il ,ir« 1 uhit ( lis 
l\tpiMi\ did s im jhi- niusiiirrunt 
i-^enls arr.i. !t is ppHliH id b\ ihe 
same tejm v'lhitli used to turn out 
the hiiiliK ac ( l.iinii-d \t 1 , i\t serii s 
bill HI the priitii- time b.iltleijjomid 
lhe\ uill ha\« less lirrdom to ex 
perimenl. ( .HS he.id of pnbhi .if 
lairs prouraniinu, |ohit Kh rni.iii r 
s.i> s tllal u h.il ,\t i ^ III h.id ih.il 
(hnuiii'li' docs not have i> the 
licedom to br uroni;"" \|aii\ pro 
Urains app.ireiilK (.in be uronu 
e\en uilhoiil the fo edoni lo do so 

(',li/ni\ .uiothiT nt u (.'l^S shuu 
has the Imcb .uui I. denied (d\iHs 
Johns but not ninth else It is 
another of lliose \hous abont a 
uoinaii uIh) yels iinobed uitb 
ni\ slei ICS. 1 he objn | is 1 kind 1 f 
(hilhn'4 (oiiiedv. bnl this one 
rather tli.m t liilhnt;. just le.m % (h< 
\ iew ers { old. 

The third of ( BS \\ediii sd.i\ 
neueiuiH i s is I In Duuni/ kai/i 
S7ioi( D.niiu is l),iiHi\ — I noii^h 
s.ud 

* .\ B( ' s Si lie new Widiiisd.iv in4lit 
entrant is I ,sjtiotiiij;i' Tins is mad«' 
HI lanope In the s.une protlnt lH»n 
house- tli.it pnKlutes /7n Di ft in! r\ 
,111(1 rill' \ ufM s. In ill lituh « jii dih 
shin\s. ihe 111 \v one m » his I 
be a v^niiitr, I«m). from a ipi ihtv 
standpoint Bnl, btiaiisi il is up 
a'^.iiiisl silt h hinhpousr dru\.Hii; 
(aids .IS lU n l'ii\tii and Ih il 1 

I r/i/ llillhtlh s It Is j»i bd>K 
iliH'mrd \i( ri s t!n piU 

I II I KM) \^ 



SUNDAY— "The Judy Garland Show" 



■ 1 h< ( lib I 1 u pr I 1 ■ \ I ( 
Tliiirsd i\ St I I dn I / / /i 

/). Ill N/l K i ). I 's I ! k } 

«i iiiiilr% -ll.o. Ill s ri r id 

\nd Ih I « sis ,!i r ' I s 

t innlr^ ll i\ i n d 1 i t I .| ■ I H ( 
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TV MEDIA 



the program does not represent a 
great step forward in the art ( or 
science ) ol telev ision. 

■ CBS has no new program on 
Thnrsday, and NBC has only one- 
and-a-half. The one is Temple 
Houston, a hastiK- added program 
thrown into the gap when The Rob- 
ert Taylor Slioic proved to be ( for 
whichever rumor you choose to bc- 
lic\e) unworthy. Ternple Houston 
is a W estern, pure and ver\ simple. 

Alternating with Perry Como will 
be The Kraft Suspense Theater, a 
straightforward anthology series of 
mystery dramas. 

FRIDAY 

■ Burke's Law and Tlie Fanner's 
Daughter arc ABC's new Friday 
shows. The former is a tongue-in- 
crime series about a millionaire 
policeman (Amos Burke) who 
travels to and from the scene of 
the murder in a Rolls-Royce. Pro- 
ducer Aaron Spelling has wisely 
concentrated on a sophisticated 
comedy approach to his killings, 
and added a casting gimmick. He 
lets name guest stars play odd 
cameo roles, with the result that 
( he says ) the name guests are 
clamoring to appear on the show. 
So the program has top box office 
names popping up as suspects, and 
the whole flavor of the program is 
one which would appear to make 
it a commercial winner. 

The Farmers Daughter, loosely 
based on the old Loretta Young 
movie, is a bright comedy with 
Inger Stevens a bright and beauti- 
ful leading lady. It's a low-budget 
show, comparatively, and, while 
contributing nothing new to the 
television scene, could easily be a 
sleeper success. 

■ CBS offers The Great Adventure. 
and the program itself has had 
some great adventures. There have 
been resignations of producers, 
abrupt changes of policy, internal 
dissension and such. The chief bone 
of contention appears to be that 
the original idea — true stories of 
histoiA- — was not blood-and-thun- 
derish enough for the network. The 
original producer wanted to con- 
centrate oil thoughtful stories. The 
network wanted more action. .And 
so we ha\ e more action. And a new 
producer. It will take some months 
to see whether the changes were 
wise. After the first few shows, it 
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would seem they were not, but a 
final decision must be reserved. 

■ .\BC, on Friday, has two new- 
shows — or, again, perhaps onc-and- 
a-lialf would be more appropriate. 
TJie Chrysler Theater is a dramatic 
anthology scries alternating with 
Bob Hope. It seems to be a good 
workmc)nlike dramatic program. 

Harry's Girls, with Larr\' Blyden 
in the role . Gene Kelly played in 
Les Girls, is shot in Europe. It got 
oil on the wrong foot by showing 
some weak episodes, and got a criti- 
cal roasting because of this. But it 
is no worse, in essence, than many 
other shows which haxe gone on 
to be successful. Of course, it is no 
better, cither. Blvden is a cut above 
the usual comedy series star in act- 
ing ability and, hopefully, subse- 
(jucnt episodes will impro\'e. 

SATURDAY 

■ On Saturday night, ABC ex- 
panded its surprise hit, Hooten- 
anny, to an hour. And then, for 
reasons which escape most people, 
ga\e jerry Lewis two hours. The 
good thing about this is that The 
Jerry Lewis Show is live. The bad 
thing is that the lix e show is Jerr> 
Lewis. He has undeniable talent, 
hut no show business discipline or 
self-control. 

■ CBS has The Phil Silvers Shoic. 
a comedy built of tricd-and-true 
elements, notabh' Sihers. He has 
transferred his Ernie Bilko charac- 



ter to a factor)'. While Phil says thit 
this character is one he has b^eo 
playing for years — even befeir© 
Bilko was ci'eated — the new show 
does try to cop)- the Bilko format 
in many wa^ s. There is a group of 
factory hands (instead of a pla- 
toon); there is a boss (instead of |. 
colonel); there are the same basfe 
situations. But why car^o — it is aj-; 
wa\'s a credit to television to have; 
Silvers on regularly. 
■ NBC's sole Saturdax' neweorofir 
is Tlie Lieutenant, a simple adven- 
ture >arn with the setting of the 
peacetime Marine Corps. Nothiin* 
remarkable here; the Corps Icnds) 
itself to a program, but the program 
is obviously treading \ er\' carefully 
lest it step on tender toes. And 10 
it cannot be completely honest. 
Nothing can be done or said whidi I 
in an\' \va\- casts anything but shitt- 
ing credit on the xSlarine Corpi.= 
Thus the program is handicappel 
scN'erely. 

That's the crop. There may 
some new ones as some of tlr^: 
fall b\- the weary wayside. It ma§: 
not seem like a memorable group, 
but in two respects it is a distiQEt 
impro\ement — first, the qualitjr 0f 
the stars is better, from the stands 
l^oint of their acting abilit>', thajl 
lieretofore; and, second, thsFe 
seems to be a few indications that 
telex ision is doing something it 
hasn t done too often before. 

It is experimenting. 0^ ' 



' Students get intro to sales promotion 



I 




To proinolc Iiack-lo-school I>u> iiig for ihi- bcm-fil of area incrclianls, 
NVRCR-TV, CIi.illaiiooRa, Tciiiu, fealuicd a Collceic Boaril on tlic air 
daily for tlirec weeks (liiriiiK lliat >.lK)pjiins period. The> appeared on 
"Toda>- willi Morris," variety show, and Bulletin," a panel pragfairt 
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Sl|tv rating reality 
depends on evaluation 

Till' kiiul nl iralitN .nul radio 

ratinus rctlt'i t is inic vvliitli (.Icprnds 
on liou the statistic s arc iiitcrprctccl 
aird c'\alii.itr(l, at t urdiin; to ('liarlc-s 
T. Lipscoml), president oi tin- 
Hiircaii III \d\('rtisiiiii oi the \iiirr- 
ican i\('u spaprr I'lihlislirrs \ssii 
\t till* animal nu'ctniU oi tlic \iidit 
Bureau of Cirtulations, last week in 
Cliiraun. Iu> said We know tliat 
\HC lircnhition fiuincs represent 
rriiiterial things — copies of a nt us 
paj)er or ni;ina/ine w liicli w ere ac- 
tually distrihnted and paid !or 
Viidience fiunres. on the other 
hand, represent statistical projec- 
tions which should not he conlnsecl 
with real things." 

I'ncpialificcr' application ol rat- 
ing fignres has prodnc-ed anionu 
agency men, according to Lips- 
comb, the "erroneons notion" that 
nc\^sp.i|>ers have a higher cpn> 
Ihjui t\. "when . . . our exhaustive 
.rpalysis ol all the a\aihihlc research 
evidence inchcatcs that newsp.i|>ers 
are highly competitive in their cost 
'fRciency.'* 

Li|>sconib said he was "glad" 
♦broadcasters are planning programs 
>f ratings verification, Init averred 
that \ erificalion, "to he trnl\ ohjec- 
pve . . . cannot he handled by the 
liUHlinin alone." The "three-wav re- 
Jationship" of the medinm. the 
'igrncy, and the advertisers "is one 
if the great strengths of the .\BC 
u'hich we hope onr hroadcastinu 
friends will keep in mind .is the\ 



iet into this area." 



! Measnrement of the hroacleast- 
iiig audience, Lipscomb said, is 
msec! on "simnlated data" which 
liJt's not represent a straightfor- 
«v;rrcl percentaging of field results, 
lo called AHC s ser\ ice to new n- 
>apers "reliable" and "detailed. 
1 nd said it pro\ ides "strong inidei 
linninvz lor these new spaper sales 
■•fciries . . . we make to .ulvertisers 
iiid aiiencies. 

ip Cities gains 41% 

Capital Cities Broadcasting reports 
1 net profit for the first three tpiar- 
kTs of 1963 .)f $L32L796 a gain oi 
ll'"; over the 1962 total of S9:39,!97 
Per share e.irnings were SL()6 ior 
the 1962 pericxl, against T-ir for the 
•iiiitilar 1962 seuinent. 




Aniforms production people setting up their equipment for HO commercials 

Animafion sfays film medium 
as Aniforms forsakes tape 



AMI OHMS. Inc.. which permitted 
tape to break the anini.ition 
barrier, has forsaken the inediiiin 
and turned to film. It w.is oiiK 
eight months au<' that 1 1 () Oats, .i 
best Foods product, annoimced the 
completion oi the first animated 
commercials on tajie. made possi- 
ble with aniiorms. The spots are 
still being aired. 

The breakthrough was eoiisiclei - 
eel major. Animation was one oi the 
oiiK things film could do that t.ipe 
could not. Therefore, e\cn though 
.Aniforms was a small or>iaiii/atioii 
its si^nific.mce to the ta|)e indnstrs 
was great. 

The first film animation ci tinnier 
cials using \nifoniis were prodiited 
last week, again ior Best I >od s 
\iiiforin peo|)le s.n the\ will now 
stick w ith film. 

Because the tecliiii(|ne is patent- 
ed, the reversal leaves tape auam 
hiuh and dr\ with nothing hut 
"technical possibilities" of done.: 
animation ( the onb possible iiu tli 
(k1 ilisiiissi-d used cell anim.ition 
with special editiii-i In l'.dile< 
ecpiipment which oiiK one tape 
house now owns, 'ihe eeonomn s ! 
the method are niiknow n 

I'nlike film, wluth iitili/« > Imn 
(Ireds of drawinus, \iuforms pr<> 
\ ided t.ipe with tw o-dini< hmuim I 



puppets wliit li perlorm in innit of 
the e.iiiiera B\ re\ ersinu po|.irit\ 
the ti'clini(|iie .i|)pr.irs like filiit 
animation on t\ 

.Since the \niforins toHipaiix has 
clone \ er\ little — two <. oiiiin< r« i.il 
series on ta|ie and one on dim — 
the hreakthronuh and loss for t ipt- 
is piireK theon tiial. 

llie "switch to filii! is belli.: 
made hee.iiise tli< medinin is nn>r< 
eeonoinical. .ictordinu to I r.nik 
\braliaiiis. i^eiK 1 al iii.iii.iuer <>f \iii 
iorins. The t%%<i Best i'tMuL << iii 
mercials on tap« cost ^S.1MM» \ s 
"s I, >(K( on film. 

While ihansiini: to film tin 
teihiiiqne li.is lost non< ni its ad 
\antaues of s|>«Td or tin abilit\ il 
lettillU she client watth 'i\<T% sh J 
as it was filmetl thronilh a cl »s( d 
t iri tiit t\ s\ stem sa\ s \lii .di iius 

"ill additu II. ihi .i^i lu \ j r< 
diRcr h.id the .idditu n il .ub nit i '< 
oi strceimm all tin !<« t i^« I i!< r 
and inakinj; .idiiistiin nts I iti r ' 
.ubant.i^e onb pi ssib'j i !i n 
he s.nd 

i-'nialb . the iu< nc ^ " 
onrseK) s wt le r< hi \ < 1 t i f i 
did II! t lia\( the prj \s"r< i I f 
uorr\ ab« nt tl < ti " i' i k » 
ir! lit oi tin « 1 ii f. I isf i I 

( OHM rii 1 I II « rkn ■ I i i * 
a fi\i I prii ( j> r ^ 
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Youngsters hold own carnivals 
for station's fund-raising 

WLWI enlists Indianapolis area children to use 'DeadWood 
Stage,' go-carts, act in plays for community drive 



PROMOTiON-MiNniCD tcle\ isioH sUi- 
tions with an eye to doing good, 
in addition to boosting theinsclvcs, 
are winning good friends and influ- 
encing people in the non-profit 
ranks, in behalf of the medium, A 
number of the stations are enlisting 
the aid of advertisers for a good 
cause, either to participate actively 
in the charitable endea\'ors or to re- 
linquish their advertising spots to 
organizations' campaigns. 

One of the wa\'s to cement com- 
munity relations is to draft young- 
sters as helpmates, then reward 
them with "surprise" events at the 
conclusion of their participation, as 
was done recently by Indianapolis' 



W'LW 1. The Crosley station was ap- 
proached to aid the March of Dimes 
Foundation in a dri\ e to raise funds 
for its eliild patient care program, 
so decided to enlist youngsters in 
the communit\', as all monies raised 
would be for their benefit. 

Creating what it called Channel 
13 Carni\'als, the station kicked off 
the campaign on its Mondax'- 
through-Frida\ Kinder<i(iitcn Col- 
le<i,e, turning o\cr a portion of the 
liour program each day to telling 
young N'iewers how they could help 
other children and do themselves a 
good turn by holding a carniv al in 
their neighborhood. On-air promo- 
tional spots were also used, and the 



combination of the tw o brought i$ 
nearh' 800 requests for Carni\'al ki% 
sui^plied by the station, which 
eluded ideas and material for booths 
and attractions. 

The carni\'als also showed the il- 
\'cnti\eness of the youngsters, witfl 
one western-muided group building; 
its own Deadwood Stagecoach wifb 
a lawn-mower supplying power, an- 
other presenting an original three- 
act play, and still others using go- 
cart and pon\'-cart rides as well 
such "old-fashioned" fa\orites as a 
dunking dev ice. The children raisej 
o\'er S2,30(), ranging from 65 cents 
from one carni\'al to S129.99 froni 
the one-day affairs. 

At the eonelnsion of their carni- 
vals ^^'L\^'1 invited the N ohmteets: 
to appear on Kinder<iavtcn Colleufi 
to turn o\ er the proceeds, and alfd 
ga\'e a mo\ie party for the \'oung- 
slers at a downtown theatre, as 4, 
means of thanking them. Host for 
the event was Bill Jaekson of the* 
station's Micke\' Mouse Club, wh 
appeared in his club "uniform" l," 
introduce the program and tak^ 
charge of the proceedings. 




I'tissiiig <nil i vrtifiriiti's oj (ipprvi iiilion to yoiillijiil l oltinieers <tct iii-s iif.etl by the cliildri ii to hrlp rvn'vc ftin<b. includiiiu » 

It ho look imrl in lliv Cliniiiiol VS Ciiniiiiil ^upprr /• is the "Uciiiluoml Sltififconch." g<i<(irl, iiitd rciil ifierry-no-rouml. At 

lent lifr-lin!,l<-ss ttj hindfrptirltn CttUt'iif. Alunr iire stuue tif the riiiht. tno xniiiinxtrrs ttmiit tht'ir tlny'.t "tiikf" jrtmi their CurJtftai, 



48 



SPONSDR 28 ucKTiu R lilS 




F?and gets $2.1 mil. 
for Palm Beach rjiv 

U.md Uro.uk .istiiiu's W I' and 
W i:.\'r-'r\\ W.-st I'alm Hc.u Ii. I'la.. 
|ia\ luTii sold for $2.1 million t«> 
John 1). \lai \rtlinr, pri'siiK-nt ol 
Hon al Xnicrii. an Indnstrirs and dc- 
Uloprr of till' lit) of Palm lii-acli 
hardens, and will In* oprrati-d I»\ 
C.irdins Broadcastiiiu. a uliolK 
ouiicd snhsidiai ). Palm Ut ai li Tcl- 
(■\ ision C'o.. parent ol W lv\ T-'IA'. 
lias oprrat«'d tin* stations since 1 
JiiK P)57. 

lU'V Hand, prisidcnt of Hand 
liroadcastinil, said Mac \rtlinr pnr- 
thasi'd all tanuible and inlanuil'l*' 
.isM'ts. rxct'pt tasli and rccfis ahk's. 
lit' said tli«' dfc'ision to sell was 
niatlf in order that he conid con- 
ciMitraie his time on WIN"/. Miami, 
and W'INQ. Tampa, both ow ned l)\ 
Hand Broadeastinu. Bertram Leh- 
har, Jr.. was minority owner with 
Hand, and .ser\ ed as exec \ .p.-ucn. 
niur. 

,Mac.\rthnr. w ho i nrrentl) ow ns 
5<)-kw KC \. Spokane, said U F. \T- 
T\* w ill continne its .A B(« affiliation 
and he plans lo install e(|nipment 
to originate color and transmit net- 
work color. lie also said he plans 
a t\ center in the cit\ of Palm 
IVncli Gardens which, in addition 
to accommodating local needs, will 
pnnide for oriuination and prodnc- 
tion of tv prourams thron^h video 
(ape faiilities. 

Hughes new WXYZ-TV 
Qiv. and promotion dir. 

President and ueneral manager ol 
VVQHS-FM. Detroit, for the past 
lonr \ ears. Hichard N. Iliiuhes has 
been nanu'd di- 
Ffttdr of .ul- 
vertisinu and 
pronlotion for 
AJ^Cs o&<> in 
II e t r «) i ( . 
\VXr/^-T\'. In 
the ten >ears 
prvcedin".: his 
post at W OHS. 
f'hmhes w as an 
a,pconnt e\ei n- 
fi%e .uid radio and television direc- 
t<yr of .Sin)ons-Michclson. .1 Detroit 
adu-rtisinu a<;enc-\. i Inches w as a 
fonndinii member and \ ice |>resi- 
denl of the Detroit Chapter of the 
Sales Promotion IC\ecnti\es \ssn. 






Hi'iil nj iijijtroi III : l.il mill Friiiil; lliilnr (/ii/i/m inir-%i:i' ir»jni;» «i 11/ li% I hiialui 

stiiiiif) (/i'(i/< r« i« /n( tri'ililfd till' lliiliif iiitlii rorii iiirmiil ^ mill Ufcf •'n-.ifsg /im liiitiiif** 

Auto dealer's video spots 
hiypo rubber stamp business 



1 iiilac (die\ rolet in an Omaha snb- 
nrb is findinu that its t\ comm«r- 
cials are iiiad\ irtentb boominu a 
local rnbber stamp business in addi- 
tion to iloinu a i^ood job in boo.stini; 
their own sales. Hd and Frank Ibi- 
lac. brothers and co-owners ol the 
anto aiieiicx. ha\c been advertising: 
on KM r\' lor over four \ears. most 
ol that time ke\ inu their connner- 
cials to a shot of one ol them slani- 
minu a rubber stamp on a contract 
facsimile w hile j)roclaiminu. "( 'ome 
on ont . . . W e II deal. \s soon as 
the stamp bits tin* desk the camera 
cuts to a close-iip of the Ibilac si'4- 
natnre. which sa\ s: "( )ka\ . w ell 
deal ... I bilac." 

.MthoMuh the 1 bilac s lune been 
\ er\ satisfied w ith their is ad c ani- 
paiuns. and feel their stead) in- 
crease in bnsiness can be larueK 
credited to the KMT\ commerc lals. 
the\ recentiv disc ov ered that their 
spots are cansin'i an even biii'jei 
boom in the rnbber stamp business 
w Inc h has ne\ er done an\ t\ adv ei 
tisini:. 

'I'lu' brothers were snrprised to 
receive in the mail one mornni'.' nn 
solic iled. an oversize rnbber st.uisp 
hearinu the I liilac sii^natnre. .lec u) 
paniecl with a note of appreciation 
from a local Omaha rnbber stamp 
dealer. The dealer e\pres\eil his 
thanks for the interest m rnbb r 



stamps ueiierated b\ tli< I bil.ic tv 
spots, and credited the spots with 
increasinu his sales, lie added (hat 
be hoped I hilar s car business de 
rived as miicli success as his stamp 
bnsiness from the commercials. 

The I bilac brothers, rather than 
reseiitin'4 the fac t that (heir com- 
mercials were i^ivimi another partv 
a lr«'e ride, think the rubber stamp 
boom is a ureat inditation of tlx ir 
audience. ("onsetpientK . in the I bi- 
lac coi)n))erc iais now beini; aired on 
K MIA', (he brotluis use (he man( 
stamp from their pii<4v-ba{k as 
sot late w hen appiv iiii: their si<j; 

Taft Bcstg strengthens 
top management team 

\iiioii>I the e\et iitiv e than^es tl< 
cid« d upon at the (piarterK Ixsard 
meeliii'J of the Talt Hro.uU asf m 4 
('o ree»-ntlv v\ as t he ann ndnieiit oi 
l)\-law\ to (lesiunate the |M>ar<l 
t hair man as t Ins f t \et iitiv e ollu < r 
and the iiaiinn j; < I 1 lull*? rt 1 ait [r 
(o t his jX)s( Talt hid pr<-v 1 >ns!v 
servetl as presuh nt n»d t li urm 11 
David Inj;dls w.i% i\ * t< d \n 
c li.m'in m oj the lM>.ird .oid ! '.1 
reiu ell !{< j;« rs I ! I t rni r!\ < \< 
lit IV e V K e pr< si I it <,v is « i« « ti I 
j)rt shI( nl H >4< rs w h > 1 1 s< -rv < 1 
the iiidnstrv in ti Dsult mt and th iir 
« tp M it ifs for (be '1 « Irv iMon ( ! 
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Review Board and the National 
Assn. of Broadcasters' Information 
and Editorial Committees, is one of 




Taft Rogers 

the founders and former chairmen 
of the board of the Tclc\ ision Bn- 
reau of Advertising. John L. Mc- 
Glay, who joined Taft reeenth 
after many years with the \\Vsting- 
house stations, was elected \ice 
president in charge of operations. 

NEWS NOTES 

CBS election buyer: Institute of 
Life Insurance (J. \\'alter Thomp- 
son) has picked up quarter-sp(m- 
sorship of CBS' 1964 tv/radio elec- 
tion package, including Republican 
and Democratic party conventicms, 
election night coxerage, and eight 
tv specials. ILI estimates the tv 



pack will total some 62 hours from 
July through November and, de- 
pending on length of the two con- 
ventions, expects its commercials 
will be aired between 75-80 times 
over the five-month period. Bristol- 
Myers and Goodyear shared CBS 
election, coxerage with ILI last 
year, but the insurance firm is the 
only buyer . so far for '64. NBC, 
meantime, posted SRO on its elec- 
tion pack six months ago, with a 
full-sponsorship buy by Gulf Oil 
(Young & Rubicam). ABC has yet 
to crack the sales ice in the '64 
political arena. 

NBC daytime sales high: Daytime 
sales totaling almost $7 million 
were signed by NBC-TV during the 
si.v weeks ending 1 October. Two 
of the network's da\timc color 
shows — Missing Links and Men 
Griffins Word for Word — attracted 
a total of 35 adx ertisers before their 
September debuts, with Word for 
Word almost completely sold out 
for the fall. Among the major ad- 
vertisers in daytime are Sterling 
Drug, which renewed four pro- 
grams; General Mills, which bought 
into nine programs; and General 



Foods, which purchased sponsor- 
ship in four programs. 

NEWSMAKERS 

Philip D. Makella to assistajiti 
general sales manager at \\'I1C|J 
Pittsbmgh. Jonx A. Cilambehs to 
the station's national sales scrviee 
for New York. 

Austin A. Hakrisox to general 
manager of \\T1IS, under construe- 
tion in Boston. He is the former 
owner and operator of radio and 
stations in Joplin, Mo. 

\'ix DnTMEH to business man- 
ager of CTV Tele\'ision Network 
Ltd. 

Todd A. Si'Oeki to publicity-piib- 
lic relations manager of \VJZ, Balti-^ 
more. 

Jim Muxro to Group A\"s pubJIr 
relations department in New Yorl- 
in an executix e capacity . He wsf 
an associate editor of Poptdar Boat- 
ing magazine. 

Bernard RuTrEXBERc to assistajal 
to the vice president of Mctropfl:l= 
itan Broadcasting Telexision aui 
Metromedia. 

Peter Molxar to cxecutixe pM- 
ducer of NBC Sports. 




30 



SPONSOR 28 at kiiii k WSl 



RADIO MEDIA 



Vigor 

no fluke, says CBS Radio 

Network notes no one medium is the answer to a sales problem, 
stresses increased use of radio by advertisers as it unveils 
"SRO - 1964," new presentation to be shown throughout country 



R who's 1 s.ilfs Slum" is lui fliikr 
niul it's tiiiu" fill" skeptics ic- 
appraiscd iicfw (U k radios rnicu rd 
viqor and capat ity to sell tlu-ir |>i"(id- 
ucfs. 'Hint's the message Ihm'iiu de- 
livt'R'd hy CI5S liadio in a new 
presentation. "SlU) — 1901." to the 
nation's acKertisers and at^eneies. 

\Vhih> noting that the network is 
not qnite sold out, it is a fact that it 
lis, running out (if time. In the first 
-sfe nuinths of 196.3. 29 new adver- 
tisers w ere signed up for CBS 
I Radio, it w as reported hy George 
G. Arkcdis. CBS Radio \ ice presi- 
dt'iit. sales. And, he said, husiiiess is 
already •t9'"f ahead of the total for 
liist year. 

The hooin in network radio. 
.Arkcdis continued, can he attrih- 
iited. in part, to many new |)r(idnets 
now on the market, the population 
growth, and the growing reali/.a- 
tioii that "no one medium is the 
answer to n sales prohleiii. And he 
added. "W'c may ha\ e instigated 
tlilit new interest ourseh es. " 

SRO has many meanings, the 
network presentation hrought out. 
To lx*gin with, the first is "Slighth 
Rpvised Ohituary." The medium 
v\bicli was siip|)ost^l to he dying 
|t0day averagt^s more than three 
radio sets for each Americ.in home, 
slightly more than one set for every 
man, woman, and child. 

Pulling no punches on eonipeti- 
tTw media, CBS Radio reported the 
"vpcand SRO myth as "Standard 
jftitiial Opposition." This one. CBS 
Radio saicl, takes the h)nn of aruu- 
itWilts such as "only teenagers listen 
.ttJ radio . . . only old folks listen to 
[radio . , that only "indies " can 
. . that it taki's pictures to sell 
. . that network radio's too 
corriplicated to huy . . . that tele- 
muon has replaced radio for hiu 
Jirdfences. 
The only limit is the quality of 
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CBS Radio sales presentation notes 200 million sets, quotes NL&B's Paul Harper, Jr. 



imagination, it \\ as oliserved. W hile 
using a eomhination ol wide-screen 
film and slide \ isuals, the presenta- 
tion screen went dark while a \ dice 
recited 19 min ing words from "The 
I iighwayman. challenuing the lis- 
tener to create his own image. 

Buttressing their "Opposition 
argument further. CiiS Radio re- 
ported liousew i\cs spend some 2 
hours and -15 minutes w itli radio 
each w eekd.iy. professional men 
some 2 hours and ten minutes, and 
hliie collar workers more than 2' 2 
hours. 

Drawing from a lengtln list ot 
satisfied CBS Radio clients.' "SRO 
I9f) }" offered these quotes: 

"Our auency w ill he plaeiiiu o\ er 
three million doll.u s in network 
radio this year . . . network radio 
fills a particular media need for 
some of our clients and li.is pro\ en 
it sells their inereh.mdise. " s.iid 
Raul I larjier. Jr.. president ot Xeed- 
ham. l>ouis and lkc>rh\ . 

"Dollar lor doll.u . radio I i.e. done 
more for our s.iles th.in am other 
iiu'diniii. ' reported Bill Meiinen. 
Meiinen \ ice president. 

"We helie\ f in r.idio. we sell a 
radio with praetiealK e\ er\ lar we 



in. ike. And we hii\ r.idio to sell our- 
selves . . . .111(1 lor ten \ e.irs now 
w«''\ (' lieeii on the ( IBS Radio Net 
work.' J.iek l//..ird, (Chevrolet ad- 
vertisiiin director s.iid. 

"'.Sinel.iir has heeii usiiiu, radio 
e\ cr siiK e the dinos.inr .me. It p. us 
off for us.' eonuneiited Jim Del.meK 
of Sinclair Oil. 

Tele\ ision .i(l\«i1isers were re- 
minded tli.it there .ire three tunes 
as m.iin r.idio sets .is teli x ision sets 
w itli 2.) million new r.idio s( ts sold 
in 1962 .iliuie. \iul tin re .ire ni> >rc 
e.ir r.idios tli.iii tlu r<. are tele\ ishmi 
sets. 

,SR() can .list) ni< ,ui Sp<ms( r-. 
Himiieth ()\er with (pi.ilifu .it ions 
Stern lU'.ippr.iis.il Ordered S< iis.i 
t ioii.il R.idio ( )lf« r .111(1 III i.ilK 
Seems R.itlier ( )ln ions 

"SlU) 196} w.is ini\eilt(l c 
three d.iil} show iii".:s m \< u ^ork 
List week, .ittciided In in re (I ni 
2lH) .id\ ( rt isiiii: and .e^i lu \ i \< k\ 
ti\es e.itli cLi\ lollounej; .i I )< tr i 
show ni<4 e.irlier 1 ii iii \) w V rk 
It w ill iiiox e on to ( hit 1^ 1 *st 

Louis \| llllie.lp ills I OS VllL< l< 

S.iii I'l.iiHisto I'lii! hIi Ip! I 1 B s 
toll, .md otiii r t iti« s duniu' th< h« x* 
{v\\ \^eeks ^ 
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Program pendulum set 
for new radio swing 



Till-: i'Ror>iv\M im;xdim,um may be 
reach" to swing in radio. In cur- 
rent show thinking, "format" is 
good, but "formula" is bad. Radio 
needs some crash programs in sell- 
ing, program, and research, — 

These were focuses of attention 
last week at a New York radio semi- 
nar, the second to be held this \'ear 
by Mark Century, a radio program 
production-syndication firm that 
just passed its first anniversary this 
fall. The first was in Chicago last 
spring at the time of the NAB con- 
\ention. 

Last week's session on "Radio 
Today: Survival of the Fittest" 
tlrew aroimd 42 programcrs, op- 
erators, and representatives for in- 
formational exchange io hear talks 
bv Robert Eastman of the Eastman 



rep company; Frank Gay, associ- 
ate media director of D'Arcy Ad- 
vertising; Mitch Leigh, MC sub- 
contractor and president of Music 
Makers; Irv Liclltcnstcin, vice 
president of \\'\\'DC, Washington, 
and Joe Somerset, vice president 
antl programing director of Capital 
Cities Broadcasting. 

Radiomen are keeping their radar 
actively on the track of new ideas, 
it was evident from their disucssion. 
Swing, a favorite word in radio at 
the moment, got another applica- 
tion as they looked for signs of a 
pendulum swing away from swing- 
ing formats in the direction of pro- 
gram units in dramatic and other 
forms. 

Marvin A. Kempner, executive 
vice president of Mark Century, 



6V2 year trend in avg. daily radio exposure 




Haclio's aiiclieiicc, diiriiif; nn incr- 
n^e dav in AuKusf fliis >eiir, was 
composed of 9.8,2()4,()()() people, or 
71.5'~f of flic fofal popidation 12 
>e;irs of a^c and older in flie coii- 
tiiieiital 4S sfafes, aceordinj; to 
SindlinRer 6i Co. In ;i report just 
released, A. E. S'indliiiger, president 
of the market analyst firm, notes 
lliat "tlie An^nst fignre represents 
peak listening to radio sinee the 
advent of tv, and it has heen oeca- 
sioned 1)>' the Rrowtli of oiil-of- 



home listeniiiR, parficidarly notice- 
able durinj; summer months because 
of the iiiereased number of tran- 
sistor radios nnd enormous growth 
of nolo rndio listening. Seven years 
ago, in .\ugiist 1957, radio was lis- 
tened to on ;in averngc day 1)>' 
71,572,()()() people, or SS'^ of the 
total population of the U. S. o\'cr 
12 >ears of age. 

The 19f)."} figiu-e represents n 
.'}7'~r gain over that of August 
1957, or 2fi,22(),000 people 



whose business it is t() be on fit 
(if program' fashion, said that Mi' 
it's possible to talk about progiJi 
units of fi\e minutes where a yt 
ago such an idea was imthinkahl 

MC, beaded by Milton Merso 
president, supphes scxeral conjpr 
hensivt> tape-disc-script-idea si 
\ices with upward of 73 statil 
currently subscribing to the daj 
"Radio A La Carte," wbich If 
everything from ID s and effects 
commercials, contests, and chat; 
on its menu. 

Program straws in the wind cit: 
at the seminar include experimgr- 
with daily blocks of old mystj^ff 
network use of m\ stery show, a| 
import of more m\steries fr 
Great Britain. It was noted tli 
some of the c.vpcrimenting stafini 
however, ha\ c little to lose by &i 
of-step programing, and that si 
tions prospering with formats tla 
swing, hesitate to rock the bfli 
One programer obser\'ed, ''T 
nostalgia in old mysteries is bjetl 
than the show" and that "they j*X 
don't sound as good as tbc\' 
to." 

Still, Somerset dared his 
leagues to experiment creatt\? 
and not to overdo the virtue of " 
sistency in station formats. With 
due credit to Top 40 radio and I 
music-news pioneers, the Capi; 
Cities programer wants raditi 
remember that predictability 
kill entertainment and that br«, 
casters have a responsibility to rc 
ize the medium's potentials by i- 
veloping talent and ideas. 

Audience needs are the progj;^ 
criterion, said Somerset, 
warned against the danger cjf .- 
suming that what work in one m*- 
ket will work in another. RefErri ; 
to format eonsistene\', which en * 
\'ates a specific audience, he (- 
ser\ ecl that "the irony of our tiii- 
tion is that the ^ ery principles will i 
ha\e helped develop our husiii i 
now threaten it . . . We nirmt stJ 
thinking of a fornuila as an id; . 
Within our eonsisteucx' we niuSt 
tempt more. \Vithin our unll 
standing of the audience's M%\ 
and problems, we must be tt| 
s is ten t ly cr ea t i\'e." 

A bold program venture? ip 
co\"erage of a relatively unpiil - 
cized rape ease was describc^^d 
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KCI'J, Lds Ani:i'U">, spoi iiiiiiouiu'cnu-nls altrsutrtl ;i cr(n\(l of .l,OI)(l t<i 
a finul ruisiiiu hriiiu-li nl llu> .Sli(i|! Hile \I;irkcl, tii-spmisori'd In -.(atiuii. 
iiKirket, and C'lirnalidii i'.n. "Hrinulifrs" s;iu world's l;irui-s( display of 
c"innc(l tn!ip«irii(i-(l milk (2.:$()() fast".), and <.(ati(m\ sclf-s(>li-d .islronanl 
■"Hdskd." Tin" Sontlu'in Ari-a H<)>s' Ciuli lu-nrfiiiarv 



.li liciistt iii .Is lit" .ulilrt'ssctl liiiu\( ll 
i> tlic tupit' III Sen il l' — 

ts I'sc in (^iiiiiiiiU Hnlli Anilinii f 
,iiil liiiaiii'. Ill' ilcMTihril .1 \l.ir\ - 
I ,111(1 casr ill uliu li tlir l.tti- of tin re 
\i'(;ro iiirn sciiti'iirvil t<i llic u.is 
kiinbi'i li.icl liuiit; in tin* h.il.inrc 
or \ cms. ill a stor\ rriiiiiiisrnit ol 
I larprr Lii's firtioiial iiiciilnit nl 
; Nr<;ro-NN liitc r.ipi' in To Kill ti M<« k- 
h<ihii<l, \\ \\"1 )( i lii'i ki ll ri'scarrli 
iroiiiilit in 1)\ ,1 listriH i anil ucnt 
III till' air ont' WnliirsiKu niillit 
his tail \\ itli a I j-iniiuiti' "spct ial 
loi'iiini'iitaiA anaK sis" i rcitiiiu lat ts 

I 111 iricorporatiiiu an i-dilorial plc.i 
!T UiilxTiiatorial i li'iiiciii v . I lii' 
HTi.il stin i'il np a storm ol listi iici 
1(1 iii'u spaprr rraitinn. anil iarli- 
iHti'iii rvpi'iti'il a hrrak Ironi tlir 
HiTiior s nllicc last wri-kciiil. 
V<»/ a fatu ct'"' 
"I'nMir si'rv it r is not a lanri-t. 
)ii lion t turn it on and oil. It is 
irt ol your coiitiiinDiis sonnil 
iMiiiil till' clock." saiil till' \\ \\ 1)(I 
iiaiiaui'r, l ie phurd tapi's coM'riiiu 
ssiiirs Iroin tlu" ri\il riuhts niarili 

till W'asliinuton down to iniiintiai' 
i,k;i* .strav ilnu;.s and cxcn linrsi'S. 
Stiay doiis lia\r nnhi-at.ilili' ap- 
H'al, colli'agni's aiiri'rd.) Tlirn* can 
K* pnhlif-siTvici' iiinsii-, loo. In- 
aid, ilcscrihiuu; tin- station's ilis- 
mery alter tlir Aiignst iiiarili that 
'foh.ihly the Xinnhrr One liiiii' in 
mil. "\\ > shall ()\ rrcoiiir," had 
i»t \i't hern recorded. Olleriiig a 
'it of the "propau.nida" sonu snli- 
ii|iieiitK waxed, he called it the 
v\\ billion seller. Another iiinsical 
•iil)lic-ser\ iie hit, a \\ \\ I)C jingle 
T Social Security — "for happiness, 
elii've \ on lue. yen \ e liot to ha\e 
eurit)" — ina\ get national ilistri- 
irtiiin. Whimsical proinotioiis for 
rt exhibitions, football fans, and 
viflie safety ("Stupid Driver Award 
f tlie Da\") were part of the I.ieli- 
•iiiSteiii presentation. 
s'miranre from Eastuiaii 
IlArcN s Ga\, tellinu what the 
iiediamaii looks for and bins, ile- 
Iribed the handicap of not having 
niiipctiti\e inlorinatinii at hand on 
l*lv;erti.sing expenditures — a need 
^i.it Mistniaii later assured him Ha- 
io Advertising Bureau and the 
tvifion Hepri'sentati\ es Assn, arc 
mjing to fulfill. Other needs listed 
^ Coy include research on such 
I ictfirs as listener attitude and at- 
■utioii. When radio pitches for 
nviness, Ca\- would like to lia\e 

'»1r: I's oi-iolUR i'ji>:{ 



market tiiforiuatinii on the proiliiet 
involved, iiiforinatioii on store, dis- 
tributor, and dealer at ti\ it\ . I le al- 
so wants published ratec.irils and a 
know leilue of w hetlier or not tlie\ 
.ire just a starting point for ile.ils. 
as well as a concise st.iteineiit of 
prouram polics in order to know 
about "clim.ite" lor a commercial. 

T\' IS beinu oversold, and i.iiliu 
should " keep on tr\ inij to educate 
t\ -oriented shops on the benefits 
ol radio," C.a\ said, lie advises 
showing hou radio can coniplement 
other inedi.i, recoiini/inu overlap in 
audience. (He replied to a qner\ 
.iboiit .luilience "ihiplicatioii, ' that 
this is a dirty word, but when it 
becomes "repetition." it is <iooil. ) 
Broadcasters can spend time profit- 
.ibly with local distributors the 
.im*nc\ in.iii reminded the seniin.ir. 
.mil "the best wa\ to sell is to yet .i 
letter from \ our district manauer 
s.n ing radio is the .iiiswer to .ill 
his problems." 

I'lastni.in told how .i station cm 
net I (KTr more ii.itioii.il business 
th.iii any other eonip.ir.ible outlet, 
last in u three \ it.il f.ictors of .itti- 
tiiile, s.iles to. lis. .mil s.iles support. 



he nrued stations not t< ■ let tlx- dis 
t.iiiee f.utor dim their .ippret i.ition 
of the rep s work, to keep in v\ cekK 
touch b\ leleplioiie .md memo, and 
pros ide as tools <4< loil-lookiiivi rate- 
cards with co\iTaUe ni.ips and iii.ir- 
ket inlorni.itioii. ,St.iti<>iis c an sup- 
port n.itiiiii.il si llim: with lot.d prn- 
iiiotinii .mil distributor li.nsi >ii .md 
lollow iii'j tliroiisili orders with rcuii- 
l.ir tli.iiiks-\ ous to rep. .m» nt \ . .md 
coinpanv, he suuuistid. lie i.m 
tioneil. too, attains! nndrrninnuu 
n.itional business with t iit r.itr 
de.ils. 

h..|stiii.iii .ilso tippeil his h.if to a 
eo-p.uh'list. s.i\ini: that r.uho .ii - 
tivitv h) l)'\re). s clit nt, Vmcru.n) 
Oil, repri s(-iils one ol the In st iis< s 
of the meiliiini t<Kl.i\ . 

Music M.iker Leiuh ask* d raiho- 
men to enipli.isi/e r.uho s l.i\ i r.ibic 
eouimerci.il cliin.ite throuixh its 
st.itns as "t oiivt.int fn< ml m tlx 
house. \s opposi'il to t\ s spct ifll 
proiir.iiu apeal. uhuh is t >< hiU I 
lettu.d. To keep op* n tin « m tii n 
.d roatl to tli<' list( m r \u- j KismI 
au.iiiist osri-doinii .i si \ mul. 
•uul kt'epinu the II) s miihI iisist- 
eiit with pro<;r.iuiinj ^ 
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ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC^TV 

N EW YOR K 



Delivers substantial 
all- family audience 
at reasonable cost; 
plus an exceptional 
community relations- 
public service bonus. 



HERE'S HOW IT WORKS 

YOU BUY full sponsorship 
($5400 net commissionable) or 
half sponsorship ($2700) of this 
live local show which translates 
the excitement of high school 
sports into a fast-paced scho- 
lastic quiz. Art James is host, 
6:30-7 PM, Sunday. 

YOU GET, with full sponsor- 
ship, four :60 commercials plus 
opening and closing billboards; 
for half sponsorship, two :60 
spots and one billboard. 

PLUS the proven audience ap- 
peal of a program that repre- 
sents a unique fusion of family 
entertainment and creative pub- 
lic service. 

IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



NEW YORK 



Indiana Broadcasters' 
elect slate of officers 

Vice president and general mana- 
ger of WANlvAM-TV, Fort Wayne, 
Reid G. Chapman has been elt-eted 
president of the Indiana Broad- 
easters' Assn., at its annual eom en- 
tion in Freneh Liek. He succeeds 
Don M alike of WBFM, Indian- 
apolis. The eomplete slate of offi- 
eers inelnde: W. C. Fowler, \\'BAT, 
Marion, to viee president for radio; 
Martin Williams, WFMS-FM, Indi- 
anapolis, to viee president for fni; 
John B. Babeoek, WLW-I-TV, Indi- 
anapolis, to v ice president for t\ ; 
W. T. Hamilton Wx\DU, S(nith 
Bend, to secretary-treasurer; Rich- 
ard Jackson, WSAL, Logansport, to 
assistant secretary; Ben Falber, Jr., 
WTHI-AM-Fx\I-TV, Terre Haute; 
to assistant treasurer. Named di- 
rectors are: Jack E. Douglas, WFIE, 
Evansville; Arthur R. O'Neil, 
WSBT-AM-FM-TV, South Bend; 
John R. Atkinson, WHBU, Ander- 
son; Joseph Edwards, WAMW and 
WFxML, Washington; J. E. Willis, 
WAZY, Lavfayette; and Don 
xMenke, WFBM-AM-FM-TV, Indi- 
anoplis. 

Negro -aimed station 
gets another's gift 

It was a case of mistaken station 
identification when a check for 
$110 appeared on the desk of Harry 
Novik, general manager of Negro- 
oriented WLIB, New York. 
WMCA, another New York outlet, 
with a general audience appeal, had 
conducted an on-air, fund-raising 
campaign to re-build the bombed 
Birmingham, Ala., Baptist church, 
where four children died several 
weeks ago. 

AT&T's New York long lines op- 
erators collected $110 for the cause, 
and sent it to WLIB, under the as- 
sumption it was the Negro-oriented 
station had run the drive. 

NoN'ik, preparing to forward the 
contribution to ^^'MCA, discovered 
the station had already mailed its 
collections to Birmingham. lie 
wrote a note of explanation to 
W.MCA president, R. Peter Straus, 
saying he was sending it directly to 
Rirmingham, and adding, "1 wanted 
\()u to know, though, your efforts 
paid off — in more wa\s than e\"cn 
\ou anticipated." 
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TIMEBUYER'S 
CORNER 



Mftlij iittjplo, what they 
nre doin«, buyiii« and saying 
28 OctolKT 19(13 



■ Ihaiiks, Allen VVoadall: Semis tlie Gurnet 
g.no uiit the wrwiii; info on Mdiij O'Sliicldi, in 
tliu 7 October issue, by telling yon Mary trav- 
eled from Ohio to Ceortjia. Well. 1)\ i^olly. she 
didn't do any such thing, and thanks to Allen 
WooddH, an astntc Corner reader and president 
of W'DAK — Big Johiniy Reb Badio — Cohnnbns, 
Georgia, the Corner now has the whole thing 
straight. Yon see. Nl.vry (h"d nio\e froni WOKS, 
Colnnibns. hut this Cohnnbns is in Ccor^id, not 
Ohio. So, Mary was in CeOrgia all the time, and 
still is, now as a tiniebnyer at McCann-l''rickson 
in Atlanta. The Corner is admittedly no great 
shakes in geography (dnc to never making np 
lost work after a case of chicken po.x in fifth 
grade), so thanks again, Allen Woodall. 

■ Crown stations treasnre hunt in L. A.: The 
Crown stations— KIKG-TV-AM-FM (Seattle), 
KGW-T\'-AM (Portland). KREM-TV-AM-FM 
(Spokane) — were host to more than 200 Los 



Angeles .ul agene\ timebiiyers .nid a.e.'s on a 
(jnest for fi\e hidden erouns worth $I5.()(X) in 
prizes, ilnnt ranged from Dodger St.ichum to 
1 lollywood. Trick ehies running the gannit from 
crossword pn//les and Morse Code messages, 
to mystery rh\ nies and a Spanish l.mgnage ad 
in a J.i[).inese newsp.iper. led hunters to such 
places as the Pink Puss\ C.it IJiirles(|ue. and a 
Cahuenga HKd. motel swinnning pool lo.uh'd 
with 1.<K)0 apples. 

O Among other tasks, contest.mts had to [j.iddle 
an o.irless boat to a mermaid floating in the 
center of I'cho Park L.ike. nn'lk a cow on Sun- 
set Blvd., talk with a "confined corpse" in a 
hamited house, and pilot Co-Karts around .m 
obstacle course. A high point was Bill Dana's 
appearuntv as a bell boy at the Hollywood 
Hoose\elt Hotel (in line with his Jose Jimeue/ 
tv show on NBC). Ralph Edwards presented 
the awa rds follow ing the hunt activities at the 
Stadium Club in Dodger Park. 



LARRY LEVY: 

no pollywogSt no frogs 

"With the use of data processing ma- 
chines in advertising Ijecoming more im- 
portant e\cry day, it's vital to re-einpha- 




size the basic fact that w hat comes out of 
a computer is only as good as the infor- 
mation that's put in. With much of that 
information Ix'ing judgemental, it's clear 
that the computerized mcdi.i depart- 
ment will be able to get along w ith fewer 
clerks, but will need personnel w ith a 
broad knowledge of liow and why vari- 
ous types of acKertisiug work, " com- 
ments Larry Le\y. associate media di- 
rector at Norman, Craig & Kummel 
(New York). Larry then r.iises this seri- 
ous (}uestion; "Without clerk tr.iinees, 
how will agencies be .dile to develop 
the (lualifietl media m.irketing personnel 
needed to run the machines?" With 
NCiv'Iv .1 year. L.irry works on Colg.ite 
products — .\ja\ cleaners. C.ishmere Bou- 
(juet. He was formerly a media siijx r- 
visor at J. Walter Thompson, and Ix'fore 
tli.it a media buyer at .McC.iim-Ericksoii 
1 le started his cu^eer as .i media trainee 
at Al Paul Lcftoii after gr.idii.itioii from 
Cit\ Collene ot New York. A bachelor. 
Larry lives in M.mliattaii. enjoys skiing 
and bridge, pl.iys the guitar, and dabbles 
111 folk-singing. 
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CI Winning team included Art Kattan, Laura 
Scudders Foods; Petie Houle, Smock, Debnam 
& Waddell; David Nathanson, Tilds & pantz; 
Ralph Neugebauer, Gardner; and Lou Nichol- 
aus, Ge)'cr, Morey, Ballard. By choosing the 
right letter in the word "Crown", Kattan won a 
white MG sports ear, while the other team 
members won eolor tv sets. 
D Second place team of Bill King, MeKenzie & 
King; Carla Christenson, Carson Roberts 
Agency; Bill Worstein, Grey; John Hassett, Hix- 
son & Jorgensen; and Bruce AltmAn, Cotnpton; 
each won an am-fm hi-fi streo console. 
D Third place prizes of portable tv sets went to 
Gary LaPore, Riedl & Freed; Jane Muttal, Em- 
bry-Moreland; Jack Kerr, U. S. Borax; and Rob- 
ert Heintz, Heintz & Co. 

n Fourth place team. Jack Jones, Mattell; Litjw 
Krause, DDB; Raquel Speights, Honig-Cooper 
& Harrington; Jack Leener, Tidewater Oil; and 
Kay Jorgensen, Hixon & Jorgensen; won cam- 
eras. 

n Fifth place team and winners of AKC mini- 
ature French poodles were Chuck Joy, Gardner; 
Preston Hogiie, Westgate-California Products; 
Larry Liebenbaum, Tilds & Cantz; Larry Keller, 
DDB; and Kay Ostrander, FRC&H. 



BUYER TAKES THE CAKE 





DOUBLE D-ICING: McCann-Erickson (Neto York) 
media buyer Dale Paine and WINS account exec Don 
Waterman sample the icing from, a WINS tnrtlklay 
cake. New York station celebrated its 39//i birthday 
and its first year under the Group W banner 10 October. 



RONSON Can-Do — portable ^lectfic can-opener and 
mixer — 'W among Ronson products to be promoted via 
spot tv in color scheduled to start in mid-Novembjer. 



K White named v.p, at C^Wf Williatn Q. 
NVhite, associate mediii director and manager 
of the media department of Cunninghait) & 
Walsh (New York) has been appointed a vice 
president of the agency. 



TV BUYING ACTIVITY 

^ Kodel in all-out push: Eastman Chemical 
Products started using spot tv on a saturation 
basis in 35 major markets 14 October for a sLx- 
week run. Aim of drive is to extend public iden- 
tity for Kodel polyester fiber. Minutes and 20s 
are slotted mostly in prime evening time. Sur- 
xeys taken after the initial campaign for Kodel 
in 1962 showed a marked increase in aware- 
ness of Kodel, and led to the company's use of 
spot tv this season. Agency is DCS&S (N. Y.). 

1^ Coca-Cola hitting hard: Coca-Cola's new 
"Things Go Better With Coke" ad drive is, ae- 
cording to the cojnpan)', Hiclicved to be the 
most intensive advertising ciinipaign ever put 
into effect for aii>' beverage prodiict.'' A number 
of network spots \\'cre purchased On CBS and 
NBC shows during September and October, in- 
eluding Perry Mason, Rawhide, Saturday 
Movies, Ensign O'Toole, Monday ^tovies, Lar- 
amie,, Secret Stmm, Rawhide, Eleventh Hour, 
and Air, No0ak. In addition to network cxpo- 
siM e, many local CoCa-Cola bottlers are jncreas- 
ing their skyds for t\', racliOj and n<2wspapors. 

► Ronson buying almost completed for spot 
campaign to nm from 12 Novcnilser to Christ- 
mas in about 50 markets. Dfix'c of IDs, 20s, and 
minutes \\'ill be aired in color wharG\'ci possi- 
ble. Agency liandling Ronson appliances is 
Snrith & Dcxiian (N. Y. ); buyer Witch Ginsberg. 



Th®re^*e more-.-to McLendon Ebony Radio... 




AUDIENCE... 




r@nd MODERN FACILITIES... we've got: 

POSITION, t:oo! 





''the Nation's highest rated Negro group 

^Average rating position on Pulse and Hooper General Audience Surveys over a 2 year 
period ... as compared with other Negro group operations in similar or larger markets. 
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SlJifiSlN^H Ail 



LITTLE R©Gi 



1)C),OOP WATTS AT 1550 5.000 WATTS AT 1320 5.000 WATTS AT 1590 10.000 WATTS AT 1550 5.000 WATTS AT 

IN 4LL DIRECTIONS The Top-rated Ebony Voic« in Consistent y - me Nat on'sH ghest K A L 0 REC OSS i-.tisn (* 

Alaban-j's 1st Metro Mjrtet Rated Negro-apoea Station Ti« Soi.f'Kss- s « st Pjoe' i.«9i3 tp-f« S-«' 

Soon- H G"T 1 0A» '„ Eson, Voce \ mM 0*' 



Florida's Most Powe'ful 
Ebony Voice 



mclendon ebony radio 

. . . Quality Negro Radio down South 

represented nationally by BERNARD HOWARD & CO. - sE.-. r^- • c -ago • r ava . s*-. f - . a 
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RADIO MEDIA 



Jones College in Fla. 
given Rahalls' WQTY 

Riihnll Broadcasting has officially 
turned over WQTY, Jacksonville, 
to Jones College in that city, fol- 
lowing FCC assignment of its 
license to the college. The transfer 
is iiniqne in that Rahall donated all 
pln'sical assets of the station to the 
college, including all broadcast 
equipment, transmitter equipment, 
land, and buildings, with cash value 
of the gift totaling well o\'er 
S225,0(XX 

The donation was in the names 
of N. Joe Rahall, Sam G. Rahall, 
and Farris E. Rahall, who still own 
WICY, St. Petersburg; W'W'NR, 
Bcckley, \V. Va.; and WKAP, Al- 
lentown, and WNAR, Norristown, 
both Pa. WQTY, a 1-kw daytimer, 
went on the air November, 1957 
and was acquired bv the Rahalls 
in July 1960. 

Farris Rahall pointed out that 
during the past months, arrange- 
ments were worked out for the con- 
tribution o£ the station to the col- 
lege endowment fund by the Ra- 
halls to meet nil needs, and to ofier 
educational programs as well as 
commercial "which will alert the 
needs and desires " of WQTY listen- 
ers. 



NEWS NOTES 



Blackburn brokers four sales: Busi- 
ness has been heav y in the station 
brokerage area, with Blackburn re- 
porting four recent sales. They are 
WHIII, Portsmouth, sold for $190,- 
000 cash by John M. Abbitt and 
Luther M. White, trustees for the 
benefit of creditors of James Broad- 
casting Corp. Buyer is Speidel 
Broadcasting inc., Joe Speiclel III 
principal. WIIOL, Alleutown, sold 
for $138,000 by Carl Stuart and 
James Herbert to \'ictor Diehm 6c 
.Associates. Diehm also owns 
WAZL, llazletou. KNDY, Marys- 
ville, Kan., sold for $60,000 'to 
Robert S. Morrow Associates bv 
W. N. Schn(>pp. W'I"AG (FM), 
Worcester, Mass., sold for $50,000 
1)\ WTAC, Inc., owners of the sta- 
tion autl the Warrrstcr T cle^rdiii 
Cdzcll, to Xoiniau Knight, presi- 
dent of the Knight Quality Stiitions. 
in a sale handled by Ihunilton- 
Landis \- Associates, the William H. 



Walker group purchased WMRT- 
AM-FM, Lansing, for $200,000 from 
Stokes Cresham, Jr. The am outlet 
is a 500-watt dav timer. Walker cur- 
rentlv has WISM-AM-FM, Madi- 
son; 'WBEV, Beaver Dam; WOSH, 
Oshkosh, and WEAQ-AM-FM, Eau 
Claire, all Wis., and WSJM, St. 
Joseph, Mo. 

Aid etv: Two station group opera- 
tors have donated more than 
$200,000 in cash and equipment to 
educational tv organizations. Met- 
romedia presented $100,000 in cash 
to the Greater Washington (D. C.) 
Educational Television Assoc., 
which provides non-commercial tv 
on uhf channel 26. Midcontinent 
Broadcasting, owner of radio and tv 
stations in South Dakota, contri- 
buted tv equipment valued at 
$107,000 to South Dakota State Col- 
lege. The gift includes a 700-foot 
tower and antenna and two image 
orthicon cameras, and will be used 
to establish an etv station at the 
school. In addition, xMid-continent 
is making available legal and engi- 
neering services to help the college 
obtain its license. 

MBA meet: The Missouri Broad- 
casters Assn. elected Harold Dcnig- 
las, of KMMO, Mar.shall, president 
at the conclusion of the annual fall 
meeting at Jefferson City. He suc- 
ceeds Don C. Dailey, KGBX, 
Springfield. Other new officers are 



William McKibben, WTL, St. Louis, 
vice president; and William Natscl\, 
KWOS, Jefferson CUy. A shift-, 
sleeves sessionrfor members brought 
animated comment oppo^sing 
proposed FCC rule on limitation ef 
commercial length and quantify, 
which has been formally opposed 
by the .Missouri delegation in Coij- 
grcss. Also discussed were the neeJ 
for broadcast editorializing, the 
meaiiing of the proposed FCC 
"fairness" doctrine as applied to 
present practices providmg equal! 
time for dissenting opinion, and, a 
report by Earl Dougherty, KXEQ, 
Mexico, Mo., national president of 
the A.ssn. for Professional Broajjf 
casting Education. 

National focus on farm facts: A^HC 
Radio today began what is helieved 
t() be the only daily agriculturf! 
program on network radio, aired 
7:.30-7:40 a.m. with an updated ked 
to all stations later (11:.30 n.nx) m 
the morning. Based in Washingtojl, 
D.C., the Monday-through-FriiftI' 
show is hosted by agricultural ai3' 
thority Norman Kraeft, one-time 
consultant to the nation's Food for 
Peace Director and most reeeittj|' 
host of a farm radio program on tlw 
Mutual Broadcasting System. 

WGN gets rights to Fair: WGJI, 
Inc. will sponsor the speakers pM- 
gram of the Illinois-Lincoluia e* 
iiibit at the 1964-65 World's Fm 



UNVEIL ROLLING RADIO STUDIO 




KQV, PittshuiKli, is niiglity proiul of its "K Q Vc-liielo," unvcilctl rcccntlv 
tl^iring a special sliowin;! at Clunvticrs CoiuTtTx Club. It's tlvc* first rntlio 
station on wlicds built b\ CHS&VV, local {lisijlay and c\bibit Inn'Utr. 
aiul it boasts sucb fcatiiios as a rest loiiuuc licatinK and coolini; system 
Walls of unit arc spc'cialb leiiiforccd to support tlic large front windows, 
a'ld louvered ceilinK combines acoustie tile and liKbtinK 
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College convocation cheers birthday 




Dr. C \Vliil»'lmrsl of Old Dmiiiiiioii ClollciSr lioldv uiikf »s 

M;>r\iu Kail), CHS Nfus diploiiialic corrfspondfiil, ai(sv%rr>. (|iu-sf iiiin 
following ail iiddri'S'* al colleuf cinuocalioii in ()l)srr%;iii(r of llu" lOlli aii- 
iii\ (.T.sary of WTAIl, Niirfolk-NcNs port Nt-us. Willi Kiilb iiiid \S liiu-lmrsl 
arc IJobcrl M. Liiiiihc, pres. and Kt'i'- mur. of \\"T VH Hadio-'l \ ( orp. 1 of 
^\'llil^•llursl) and Jack H. I'rincf (far r), slalinn v. p. 



ill Nt'vv York. Stations \\ ill li.ni" r\- 
clirsivi' liulio .iiul t\ rii;li(s to (lie 
use of sprci lics. inters iru s, niitl 
other proL^rain in.itrrials. plus s\ n - 
(licatioii riulits, cliirinn tlic course 
of the fair. This is perhaps the first 
(if a rash of st.itioiis hiiyin.u broad- 
east riuht.s to World's I'.iir e\ ents. 

vMK: Hadio, too: ABC Hadio u ill 
eo\er live the Winter Olympics at 
Iniishi lick. \iistria, between 29 
jann.iry and 9 l'ebrnar\ inehisis e. 
.ABC T\' is also c(»iiiinittetl to eo\ - 
eraije of the Olympic* ( lames. 

fti.U scoop of \aiiilla ice cream: 
That s how railioman Bob ( Lallan 
would de.scribe a "cold air mass," 
one (I I t ho.se w I'a t her- bea t e n 
phrases used by broadcast \\ <'ather- 
nien to. .some think, confnse the 
public. White Hose Tea. ai;enc\ Al 
I'anI Lefton, and WINS, New York, 
jgttt together and decided to decode 
the weather loreca.stin<4 liniio in a 
twice-dail\ , 2''-minnte series (7:1) 
it.m. and 5: •1.5 p.m. ) called While 
Hose \\\ tilhcr Scene, The bii\ 
marks the first time in years that 
tlie tea company has de\ iati'd from 
straiuht spot aimonncement.s. llo.st- 
h\ by Callan, the proi^raius explain 
the meteorolo<4ical b:u kgromid de- 
termining the weather and offer 
vcienlific and historical material in 
non-technical terms. 

NBC Hadio adds affiliate: WA\T, 
.'^'orfolk-I'ortsmonth-Nev\ port News. 
Va.. became an NB(> Badio altiliate 
li October. The station, which pre- 
viously was an NBC affiliate from 
September. I9.>3 to .May, 19.59, is 
t)\\ lied by Tidew ater Teleradio. Inc. 
It operates on 1.3.50 kc w ith 5 k\\ . 

ILap|)y birthday: WABC, New 
York, is celebrating its l^nd birfh- 
dfiy this month by sending prestMits 
tT) its listeners. Listeners are askj'd 
to send in cards asking for any 
present worth np to Sl2. .After a 
drawing, winning cont«*sfants will 
receive their presents wrapped as 
hifthday gifts. 

CllS fiadio adds another: WAKK. 
Atlanta, will join the CBS Badio 
lineup at a fntnre date. Station, 
operating fnll time on 1340 kc vvith 
l^iXK) uatts d.i\- and 2.50 wafts 
night, is ow neil by Basic ( 'ommuni- 
catit'ns and has been indepcmlent. 
On other network fronts. Mutual 
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Hadio will add WMOC, Chatta- 
nooga, to its lineup on 3 Novem- 
ber. The station operates with 
1,000 watts da\ time and 250 e\ en- 
ing on 1 150 kilocycles. 

Seattle station sold: KTW (AM cV 
FM), Seattle was sold by the I'Mrst 
Presb\ terian Church of Seattle to 
David' .M. .Segal for $2.50,000. Segal 
ow ns \VC.\'M. Crecin ille. Miss. 1 le 
formerly ow ned KOBY (now 
KKIin, San I'rancisc o. KOSI, Den- 
\ er, and Kl'DL, Kansas City. This 
latest bny is Segal's first step in re- 
entering the major m irket radio 
ownership field after an absence ot 
fonr years. Station, which oper.ites 
on 12.50 kc with 5.000 wafts has 
been owned b\ the (Church since 
if was first licensed in 1920. It holiK 
a constrnction permit for an Im 
station to operate on 102.3 mc. The 
sale was thromzh Hdwin Tornberg. 



NEWSMAKERS 



I' M I. Siin\r I I I) and I'm ni uu k 

Wi:i\iiMS to ad\ erfisnig account 
I'xecntiv t s at W l'.\T, I'.iterson. 
N. J. Weinhans w as .iccount execn- 
t i \ (• t or na f iona I business at 
WTFM. New York. 



V \Uki u C \ ^ \i \\ to the s.dcs staff 
ol IvlIOW. Dem er. lie was with 
fx I"H( ], S.in I'r.incisi (». 

Li \ (' \ui to ueiier.il maii.iger ot 
Ix.VAY, Little Hoik. repLuing Toxi 
Bisiioi'. ( ],irl w .IS torinerlv s.iles 
m.in.iger of W M \ fx. N.ishv ille. 

N. J . W \i (.11. ju. to operations 
in.niager of \\ I)\ \ I die. \ a. 
I loxi I u Tiioxi \sso\ to p: <)'.ir.im di- 
rector there. 

( .11 Mil rs W \iuu \ to nian.iger of 
W.ishiniiton o|)ei.itions of the Mu- 
tual B.idio Network 

( i WW m to .u count exec iiti\ e 
w ith KPIX. S.m !• r.ntc isc • >. 

Nonxi \\ T\'^it)n to the staff of 
K.N XT. Los \ngiles. repl.ic nej; 
MiKi Ki \ 1 1\(.. who has 1 1 .instii n-d 
to the S.m I'raiu ISC (> otfui of CBS 
T\ iiation.d sales. TaUoi w.is with 
Metromedia T\ S.dcs in N< u York 
and on the coast. 

In \ I. 1 1 1 \\ M to st.itioii iii.m.igt r 
ol W 1 1 \ I. ( ;r« < iifu ld. M.iss 

B^'iXioMjL \'\\Pin>»iuj t I pro- 
motion m.m.tUtT ol W 1 B( . Pliil.i 
clelphi.i 

I',r(.i \i \\i Ct nm t< i hIi > s.d< s 
iiiaiiager for WFll I'hil ui< l[ihi,i 
He replaces ("iMU Sim/\!H. wh> 
has become racho.(\ i« n« r.d s.d« s 
manacer for th< B.kIk ,iiid I \ I )i- 
\isioii of TrianijK I'liblu lii iis, 

y) 



SYNDICATION 

More sponsors shifting 
to full series buys 

Move seen cementing advertisers' identification 
of their products with a specific series skein 



FTLL spoNSOHSHii' of Syndicated tv 
series is still \er\' imieh alive. 
Syndieation distributors, long of the 
opinion that the future of their pro- 
ducts' ad\ertising support was cen- 
tered around minute participations 
on stations carrying the series, now 
have at least one dissenter among 
their ranks. 

Len F'ircstone, \ iee president and 
general manager of Four Star Dis- 
tribution Corp., reports that al- 
though the greatest part of buying 
in syndication is spot participations, 
there are cases where sponsors, 
these days, are buying whole shows. 

As an example, Firestone cites 
the case of Four Star's Dick Powell 
Theatre, which is fully sponsored 



by indi\'idual ad\'ertisers in three 
of its 38-market roster. KDAL-TV, 
Duhith, and KM\'T, Twin Falls, 
Idaho, both sold the Four Star 
property to IGA Food Stores in 
their areas, and VVINK-TV, Fort 
Myers, Fla., sold it en masse to 
American Variety Stores. 

"It's ob\'ious," Firestone stated, 
"that some sponsors want to have a 
close identification between their 
product and a television series. 
They want to use the built-in mer- 
chandising tic-ins between show 
and product which are most effee- 
ti\'e when the ad\'ertiser buys the 
whole show instead of spots." 

Other Four Star properties now 
fully sponsored by individual ad- 



\crtisers include Detectives on 
KSL-TV, Salt Lake City (Zioii 
Motors), and co-sponsored, on al- 
ternate weeks* on KTBC-TV, Aus? 
tin, ( Roy Butler Lincohi-Mercur)' 
and Austin Savings and Mutual 
Loan Assn.); Zane Gteij Theatre oft 
\VAGA-T\^ Atlanta, and WMAZ^ 
TV Macon (Miss Georgia Dairies),, 
and on \\'GAL-TV, Lancaster, Ea. 
(Dusquesne Brewing); RiflemdM 
on WBTV, Charlotte, N. C. (Park 
'n' Shop Supermarkets); Tlie Lam 
and Mr. Jones on KVOA-TV, 
Tucson, and KPHO-TV, Phoenix 
( Kennecott Copper). 

Newest pix packs reap 
biggest fees from tv 

Current packages of motion pic- 
tures in release to tv are bringing 
the biggest fees from stations sines 
the\' were first made available, re- 
ports editor Julienne Dupuy in the 
Fall-Winter issue of T\' Feature 
Film Source Book, just published 
b\' the Broadcast Information 
Bureau. 

All totaled, tv can currently^ take 
its pick of 10,427 theatrical feature 
films, 2,997 of them post-'4S and 
many as new as the last three years^ 
0\ er L200 features are a\'ailable in 
color. Of the 533 tides released m 
the past year — 116 Of them post-^^S^ 
— the U. S. accounts for 307; the 
British, 157, and the remaining 
arc eitlier Italian, French, or Ger- 
man. 

Miss Dupuy notes that the "aduW 
stance of many foreign pieturfs 
still represents a problem for many 
station program managers, siriee 
sponsors — c\'en those only buying 
announcements in the picture sea*i- 
ning — worry about audience re- 
actions to frank foreign themes." 
But she also points out tliat today'! 
greatest \'olume of both local aiid 
national spot business, on a con- 
tinuing basis, is placed in spot- 
carrying feature films. 

Trans -Lux sales push 

Trans-Lux Tele\ ision Corp. is plan- 
ning strategy for a sales push of iEs 
new coniedv production Mtiek 
Mijcr for I lire, with a three-day 
sales meeting in its New York ofBee' 
beginning loda\- (28). Xlack am 
Mycr for Hire is a 2(X)-pr«gram 



Finding right mixture for carburetor 




Clicc'kiiij? script for Soliio's "Giant Carl)iirct()r" conimcrciiils nppenriii!; 
in Clcnclaiul IJrowiis footl):]!! telecasts and tv news sliows in nian\' Oin'o 
cities are (1-r) I'reil A. Niles, president of Xiles Coninuniications Centers, 
wliose Cln'cano studios t)r()dnccd tlie .st)ot,s; Niles acconnt exec Mrs. Editii 
Kiaeser; and Sal DeMaico, t)r()duccr for .McCann-Marsciialk, Cleveland, 
a.i;enc\ for Standard of Oln'o. In i)ack.i;round is giant model 
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SYNDICATION 



soiios starring Joey Fa\'e and 
Mickey i3c'eiii.s. National exploita- 
tion and trade campaigns will begin 
in Xo\ ember, coinciding with spe- 
cial sales and point of purchase 
merchandising efforts. The series 
has already been sold to WTIX, 
Xew York- W'TTC, Washington, 
D.C.; and WTCX-TV, Minneapolis. 

Also to be discussed at the meet- 
ing is "an accelerated" sales plan 
for T-L's new adventure cartoon 
series, Tlic Mi<i,IUy Hercules, now 
sold in 45 markets. 



NEWS NOTES 



i\ew Group W entry: W'BC Pro- 
gram Sales has placed in syndica- 
tion its 90-minnte daytime \'ariety 
program, The Mike Douglas Show. 
X'ow seen on the fiv e Westinghouse 
Broadcasting tv stations, the series 
has been sold to KCTO, Denver; 
WGR-TV, Buffalo; and \\'1SX-TV, 
Milwaukee. 

Seven Arts activity: Seven Arts 
Assoc. has released Vol. 8 of its 
Films of the '50s for national syndi- 
cation. The new pack consists of 42 
titles from 2()th Century- Fox. Seven 
Arts has also announced the sale of 
its Churchill the Man half-hour 
documentary to 10 stations, bring- 
ing the sales total to 33. New sales 
were made to KMJ-TV, Fresno; 
KOGO-T\', San Diego; KREM-TV, 
Spokane; \\'KYT-TV, Lexington, 
Kv.; KID-TV, Idaho Falls; KLAS- 
TV, Las Vegas; KVIQ-TV, Eureka, 
Calif.; KBOI-TV, Boise; KAUZ-TV, 
Wichita Falls, Tex.; and to Doe An- 
derson Adv., Louis\'ille. Churchill 
the Man may not be shown during 
the statesman's lifetime. 

New tv sponsors tee off: CBS Films- 
distributed 9()-minute color special 
on how to play golf, Tlic Golden 
Tee, has been sold in more than 20 
markets, in some cases to ad\'ertisers 
who will he making their first spon- 
sorship trip in television. Sales were 
made for two plays each of the film, 
which features teu top pro golf 
stars with instructional tips to 
WBBM-TV, Chicago; Kill-TV, Los 
Angeles; WFA A - T\', Dallas - Ft. 
Worth; KLZ-TV, Denv er; KGW - 
TV, Portland; KCPX-TV, Salt Lake 
City; Wl IP-TV, Ilarrisbmg; KEYT, 
Santa Barbara; and \\'ALB-T\' Al- 
bany, among others. Xew-t()-t\' 



sponsors are Varner Ward Car" 
Leasing, San Francisco, and Lawn 
P'ederal Savings & Loan Assn., 
Chicago. In Dallas, the program's 
sponsor, a local auto dealer, is so 
pleased with the results of the pro- 
gram that he is currently negoti- 
ating for two more broadcasts. 
Show was produced by Jack Doug- 
las. 

World tv distributor: Global TV 
Elnterprises, a new firm specializing 
in world-wide distribution of tv 
programs, has been formed by Sam 
Gang, a t\' film sales executive. The 
firm's headciuarters are at 37 West 
57tb St., Xew York. Telephone is 
HA 1-2648. 

Official Films down: In its annual 
report for fiscal 1962-'63, OflRcial 
Films registered a net profit after 
provision for state and federal taxes 
of $150,049, compared with 8205,- 
121 the previous year. For the year 
ended 30 June, 1963, OflRcial reaped 
sales of tv film licenses, less partici- 
pants' shares, of $2,236,243, com- 
pared with $2,873,785 the previous 
year. 

Gas company buys "Battle Line ": 
OflRcial Films signed Pacific Gas and 
Electric Co. ( BBDO, San Fran- 
cisco) for full sponsorship of its 
first-run documentary series on 
World War II in seven California 
markets. It will debut there during 
the week of 3 November. This la- 
test deal brings 1 October sales for 
Battle Line to 100 stations, with 27 
new outlets being added since 1 
September. 

'Powell' pulling sponsors: Four Star 
Di.stribution Corp. polled buyers 
of its oIF-nctwork Dick Powell Thea- 
ter and found the series completely 
sponsored in more than 75% of the 
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markets. ShoNv is sold out in 1.9 mar- 
kets, while five stations report thai 
the series is quickly moving to^virf 
SRO status. Ill addition, fi\e siOr 
tions are holding the series for df- 
laved starts. Stations SRO aiiK 
\VP1X, New York; WRCV, PllHa- 
delphitl; WMAL-TV, Washin|t(i»i 
KCOP-TV, Los Angeles; WMAK^ 
T\^ Baltimore; WLWT-TV, Cindu- 
nati; W'OOB-TV, Grand Hap:fdsi 
WIXK-TV, Ft. Myers; KDAL-Xf, 
Duluth; WTGN.TV, .MiTineapolii; 
WHIO-TV, Davton; WOl-TV, 
Ames; KIVA-TV, Yuma; KTBS-TV, 
Shre\'eport ; WTVT, Tampa; KOLK- 
T\^ Lincoln; WMAZ-TV, .Macon; 
KMVT, Twin Falls; and KPHO-TV, 
Phoenix. 

Expands distribution: Telesyird, di? 
\'ision of the Wrather Corp., is, sui- 
ting up foreign distribution far 
Lassie, The Lane Ranger, and Sfl- 
geant Preston. Sales representatives 
are being appointed in LondoQ, 
Rome, Berlin, Mexico City, Sao 
Paulo, Sydne\', Tokyo, and Nigeria, 
la addition to handling its own 
pr()perties abroad, Telesynd will 
handle foreign distribution fof 
other program producers and pacW 
agers. I 

Italian-American venture: Italian 
International Films and Araeriean 
International Pictures will produjet 
a one-hour tv documentary, in color, 
titled The Life ami Art of Michet^ 
angelo, to be reletised in conjunc- 
tion with the 400th anniversary of 
the nraster's death. Actor-art expert 
\'incent Price will narrate. 



NEWSMAKERS 



Mike Casf.v to the Robert Blake 
Co. as an associate and head of file 
firm's talent di\nsion. He \vas pub- 
licity director for Paraniouiit T\' 
and KTLA, Los Augeles. 

MiCHAix Lauiienci-: to director (if 
public relations for Trans-Lux. llP 
was executive vice president stf 
Robert Lawrence Productions. 

RiciiAiii) M. WooLi:?^ to director 
of sales and programing for Desilu 
Sales in Los Angeles. He was with 
KTT\' there. 

FilEi) R;. FilANK, Jn. to SoiithcHit 
Division sales manager for Traw- 
Lnv. He was with XTA aud ZiV to 
the southeast market, 
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iiving a ball with the statistics is Oriole rooter Jackie Leathers of WJZ-TV 

I 

STATION REPRESENTATIVES 

Gals bat out ratings 



MiJiir \\ woMKN. till' iintluopol- 
T% onists .siiy, iiri' incn'iisinnly as- 
»Tiniini; in;isculiiu' roles. Xtnv it 
.ecnis the uirls .ire clniwiiii; elose 
>n one of the hist singiilarK' iiiascii- 
iwv pastinies: W'atcliiiiu baseball 
lames on t\". 

According to a study conducted 
liis siininier by \\'JZ-T\'. Haltiniore. 
tone forever is the carto<iii-cliarac- 
cr wife who innocently asks a jiilii- 
ant linbliy if the urand slam homer 
Irey \ t- just w itiiessed on l\ is 
'i;o(k1." 

The Haltiniore Oriole names, 
ivhjch had bei-n telecast (sn WBAL- 
rV for the last two \ears. head for 
v\JZ-T\' in I9f>l. Uhen \\JZ-T\' 
•onimissioned Trendex to conduct 
I telephone survey on the baseball 
iiidiences composition, tliev dis- 

mered that 5.>'"f of all women in 
\iltiiiiore reported watchim; one or 
note of the 40 Oriole games tele- 

astiip to the survey point. (Twelve 
iiore were aired later in the se.i- 
•on. ) 

Fifty-six percent of the women 

■aid tliev liati seen at least half the 



televised games, against f ) K r of 
their male counterparts. What's 
more, v^omen ontimmber ineii in 
3()-or-inore-<4anie v ic-w inu: 39''7 of 
the women watched at least 30 of 
the K) uanies telecast at the time of 
the survey, c-ompared to 33''7 of the 
men. 

Robert M. I lolfmaii. marketing 
research v .p. of Television .\dver- 
tising Hepresentativ es. \\'J'/-T\"s 
rep. believes vv onien-aisdience size 
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IS "treqiientlv ov.'rlooki-d bv b « 
ball ad\ i rtisers. 

\l.mv s|H ins( irs. In- s.iid "dis 
tonnt" the feinalr Ikim ball and 
, lite as "sri iindarv « .iptivr v icwrss 
who b.ippru to be m thr Kiiig"- of 
the set betanseoi tb.- iiit< r< st < 'I 
other familv ineinl« rv I loibn.in 
c.illcd this '".I highlv ei r« >in < ms .in- 
sumption " The W J/ 1 \ 'inudix 
survev asked wouk-ii rr\pondiuls 
their reasons tor v^.itihmg ()ii>le 
g. lines, ami o-'i' • said ibev w.ittbed 
1m-c .oise thev "cujov the games 

V<(/ ttitlr lutnir Ivimi 

Hooting lor the home te.uii is ap- 
p.ireiitlv not the oulv le.isori women 
w.itch baseb.ill games. In its S |nb 
issue, sroxson rev iew ed the b ui.ile 
r.iscinatiou vv itli television athletes 
pliv sic.il prowess — in other words, 
sex ippeal. Some .idv < rlisers. ret og- 
ui/iiig the deeper nieaniug of 
women's interest in tv sports, i.ipi- 
tali/e on it bv promoting women s 
products on sports show s Thev 
also know th.it w omen will help 
iiillnence their hiisb.inds with proil- 
ncts such .IS insurance, beer, .uit<> 
mobile tires, .ind g.isoline. 

.Seventy-six percent of the women 
interv lew t d in the \\ JZ-T\ Tren- 
dex survev correct Iv- ii.uiietl Na- 
tional Beer as one of the Oriole 
sponsors. Nation. il beer, which 
owns the rights to the g.iines. was ,i 
li.ilf-spoiisor of the U)6-3 Oriole 
games on \\'H.\ I --T\'. .md is ex- 
pected to buy one-third sponsor- 
ship of them on \\'JZ-T\' next v e.ir 
W. B. Doner is .N.itioii.il s .luencv 

Three innings of e.icli gauu- List 
se.ison were sponsored bv H J 
Hevnolds. for \\ iiiston .uid ( .iinel 
cigarettes. In the survev. 2.) ol 
the women respoiulents .issoei.ited 
those br.iiids w itli the Oriole tele- 
casts. 

Anieric.iii lU'searth Bun au fiu- 
iires coveriim 16 g.mn's televised in 
B.iltmiore duriiii: the spriim oi 
1903 shove .111 .ludienee of \S«MMI 
v^ omen viewers per ([luirlt r h< nr 
This is rei>orted to represent more 
v\()inen vievkers pi-r ([u.irti r-Ii iir 
til. Ill .inv otiu r tv pri'^r.iiii seen in 
B.iltiinore. with the «xitptioii ei 
prime-time iietw ( rk sin ws 

('ompared with ih tw ork pr > 
gr. lining. Oriole tv !> iseball st "r) I 
more women bins m (Mtli njii irl« r 
hour than "jo « i the *vj netw )rk 
s|iov\s ,nred iii priiiu" time tlurin.: 
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Mav and June of 1963, according 
to ARB. 

Men were not ov erlooked in the 
Trendex stud\': It indicates t\' base- 
ball is still an excellent way to 
rcaeb tbc male audience. 

In a sample separate from the 
women's, Trendex fomul ibat as of 
5 August, 1963, 86% of all Balti- 
niore's male population watebed at 
least one Oricile game, and six out 
of 10 bad seen more tban half of 
the games. 

Almost all of the male baseball 
\iewers (92'7r) correctly identified 
National i^eer as one of the prod- 
ucts advertised. At tbc beginning 
of each interview, before an\' refer- 
ence to baseball was made, each 
male respondent was asked "What 
comes to mind as the brand most 
adv ertised on telc\ isi()ii when I say 
'beer'?" Se\enty-eight percent of 
tbc men who, on the basis of fur- 
ther questioning reported w atching 
Oriole baseball, named National, 
as against 30'7f non-\-iewers. 

When a similar brand identifica- 
tion question was asked about cig- 
arettes advertised on t\', 42% of the 
male viewers named either Winston 
or Camel, against 23% of the non- 
baseball x'iewers. Among men who 
smoke, the 42% figure rose to 52%. 

According to ARB May/June 
1963 network program ratings in 
Baltimore, Oriole night games 
ranked at the lop of the ratings 
heap, tied for first place with CBS 
TV's Candid Camera. The rating 
(28) for all baseball telecasts is 
topped b\' only three of the 85 
prime-time network programs aired 
in Baltimore. 

It was noted in the study that 
ARIi does not surxey Baltimore in 
July and August. If it did, the com- 
parison with network ])r<)graming 
would probably show baseball in 
an even more faxorable light, since 
the May/Jun(> report ccn'ers the 
period prior to the start of network 
re-runs and summer replacement 
programs. 

The Trendex surxey, conducted 
in the non-toll telephone zones 
throuiihout the metropolitan area 
of Baltimore, is based on phone in- 
terviews with 321 men and 541 
women. More women than men 
were sam])led because of lower- 
le\'el baseball \ iew iiig among 
women. Only one person was inler- 
\ iewed in each home eoutaeled. ^ 



Western music bandwagon in Baltimore 




Some 1.3,000 fans jammed the neAv Civie Center in the Chesapeake Bay 
city for a hoolenanny hosted hy WBMD and featuring Ed<ly Arnold, 
star of station's "Country Music Spectacular" with all-star Cast. Here 
(1-r) arc Charles Bernard, pres. of the Country Musie NclworkJ' Carl 
Brenner, station mgr.; Arnold; and Mall Mairs, mgr. of 1'. Ballantine & 
Son's, of Baltimore, one of the major sponsors of the hoolenanny 
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NEWS NOTES 



Mobile stations assign new reps: 
Rape Telex'ision Co. stations ap- 
pointed Stone Represenlati\es to 
handle the radio outlet and Katz 
Agenc\' to handle the t\' station. 
Select Station Representatives was 
prev ious national representati\'e for 
both. 

New market book: American Re- 
search Bureau has released its 1963 
Market Digest, a compendium of 
viewing and marketing information 
for each tv market in the country. 
The report w ill be distributed to all 
ARB clients who subscribe to its 
Media Management Series. 



NEWSMAKERS 

Lkx Tronick to account execu- 
tive with the New York office of 
Metro T\' Sales. He was formerly 
with the Edward Retry Co. 

Jon.v C. LnwY to the New York 
sales staff of Roger O'Connor, lie 
is a former member of Robert E. 
Eastman & Co. 

J()i:i, A. Skc.all to the television 
sales department of Wnard, Torbet 
6{ MeConnell. He was senior time 
buyer at Crey Advertising. 

RUDKIUCK A. Cl'KHDAN lO the 



tele\ isi()n division of Adam Younffg 
New York sales staff. He was with 
\'enard, Torbet & >IcConnell. 

Al\ix Coiie.v to assistant in tte 
research and sales jiiomolion dfr 
partment of Storer Tekn ision Salg& 
He was senior research anab st will| 
ABC. 
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Broadcaster fanfare on ratings reform is gett ing pleased but cautious 

observation from the staff of the House Investigations Subcommittee . 

Subcoifflnittee counsel Charles A. Howze is in no hurry to dash off a 
ratings report for the subcommittee members unti 1 action on the industry 
proposals is in full swing, and well beyond the plan and promise stage. 

The crystal ball raises the possibility of another brief hearing 
by way of a progress report from broadcasters to the rating probers under 
Chairman Oren Harris ( D. , Ark. ) . There is also a chance that the staff report 
and recommendations could go over until after the NAB rating council chair- 
man Donald H. McGannon ' s promised audit debut — early in 1964. 

Trick or treat week for the embroiled FCC arrives early in November 
when the House Commerce Subcommittee on Communications focuses a 

three-day hearing on the agency's plan to regulate broadcast commercials. 
Rep. Walter Rogers' 6 November hearings will springboard from his 

bill to forbid such regulation by the Commission — but will be a test case 

of the FCC ' s right to rule on matters Congress believes are outside the 

agency's statutory prerogative. 

Rogers and a goodly number of fellow legislators are equally ag- 
gravated by FCC doings in other areas . 

Heavy criticism has followed FCC ' s pronouncements on its Fairness 
Doctrine , on broadcast editorializing and controversy ; on its tentative 
programing pressures , and its field hearings in Chicago and Omaha — even 
its decision to charge for broadcast licenses. 

Question in many minds is whether the FCC will back off gracefully 
from the commerc ials rule-making and avoid a showdown — or hold f ast to 
its right to act under the 1934 congressional mandate to rule in the public 
interest . 

Fueled by election jitters and vigorous broadcaster protests on 
national and state levels , the final showdown might mean some rewriting 
of the FCC statute. There could be rules limiting FCC s rule -making time. 

Another bit of advice to the FCC to restrict tendencies to broaden 

out came during the annual appropriations unpleasantness . 

Sen. Warren Magnuson , who heads Senate Appropriat ions Subcommittee 
and parent Commerce Committee , scolded regulatory agencies in general 
and FCC in particular for rquests for funds to increase personnel . 

"We did not give you any new assignments for this next year. In 
fact, we passed some bills hoping you could simpl if y and expedite your 
procedure ..." 

FCC will not fare too badly in the matter of funds : it will probably 
get a bit more than last year — $15. 8 million — sliced down by the House from 
a requested $16. 5 million. 
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There will be no more FCC local inquiries themgd to local-li^a ty 

programing in the Ch i c ag o - Omaha manner — but there will "vrery Rossibly 
be public forums on the way tv licensees are choosing ptro grams, and the 
status of radio programing. 

FCC chairman E. William Henry has recommended this course of "grass 
roots" inquiry in his lengthy report on the FCC's Omaha inquiry of Jajiuary- 
February, over which he presided. He would like to estimate the effect of 
dropping option time, on the way local tv licensees chpoSe their programing r 
network, syndicated or Hollywood film — and how much Voice the Viewer has, 
now that the licensee has supposedly freer,, non-optioned ohoicB, 

Commimity hearings on am and fin radio would assay tv impact on radio's 
role, and find out where it is trending* 

^•^^-^ The FCC chairman does not recommend taking the question of oyer- 
commercialization or the Fairness Doctrine to local f prums. 
Face-to-face broadcaster confabs will be the order on these redhots. 
■ He does urge tv broadcasters not to rely on ratings alone for prograia- 
ing. Aside from recently exposed frailties, ratings do not indicate any 
viewer yearning or new and different programing, says Henry. 

The report takes a page from the Greeks in urging a continuous "dia- 
logue" between the broadcaster and his public j as the only basis for 
sound programing. 

Henry concedes frankly that local live programing ofl any regularly 
scheduled basis on local tv stations presents almost unsurmoiintable prob>- 
lems to originate, finance, find necessary talent » and produce. He eoncedes 
further that more public inquiry into these problems would serve no purp;ose. 
Qmaha viewers had no complaints about their tv f are. 

Nevertheless — the warning finger wags ^ and Henry still holds that 

the amount of local live programing in prime time is a "highly Signifi- 
nif icant index" of the way the licensee views his obligation. 

The report recommends that local tv broadcasters; maintain liaison 
with viewers by announcing regularly, in prime time, broadcaster's obli- 
gation to serve the public ; maintain open records at the station of past 
and proposed programing as filed in FCC applications^ — ^but rBviSed in the 
future to be more understandable to both FCC and the public. 

Also to be on record: financial data of the Station and tv revenues 
in the community on publid record at the FCC ; extra clear listings Of priniB 
time shows ; community isSueS ; a breakdown of station programing staff aS to 
function ; local segments in non-local programs. 

Cmnr, Rosel Hyde dissented from the local inquiry as an intrusion 
int,o the, processes of dem^ocratjc choice — which may be slow, bttt the 
alternative is s t if 1 ing pat ernali sm . 
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Ifs time to 
SPEAK OUT!" 

"Approaching our second anni- 
versary in Rochester Broadcast 
Center, I see an excellent fall and 
winter ahead for both WROC's 
listeners and WROC's sponsors. 
Here's why: 




"The WROC-Television lineup of 
Rochester's most popular per- 
sonalities, locally originated pro- 
grams and movies complement 
the excellent new NBC fall 
schedule of exciting programs in 
living color and black and white. 
There are shows to appeal to all 
ages ... to the entire household. 

2. COMPLETE SERVICE 

"WROC is the only complete broadcasting service in Rochester- 
TV, Radio and FM. 

3. PETBY RATE CLASSIFICATIOf\I 

WROC-TV was one of the first stations in the U.S. to institute the 
new Petry Plan— the most efficient system yet devised for an- 
nouncement rate classification. Here is the balance, the appeal 
that no other local station has. x 
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